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DISPLAY FOR VICTORY 






is 
Another'Deluxe VICTORY Mannequin | % 


for your Patriotic Displays 














KORRECT-WAY Mannequins are doing 
their PATRIOTIC DUTY in attention- 
getting displays created by the nation's 
top-flight displaymen—the country over. 


Specially designed for DOUBLE DUTY 
in patriotic and regular displays, these 
captivating models possess ALL the 
qualities of figures costing twice as 
much. 


Write your Distributor TODAY, and see 
for yourself the portrait loveliness of 
the COMPLETE LINE of KORRECT- 
WAY Mannequins in full color, third 
dimensional, photos. Available to you 







at an amazingly LOW cost! 






No. F1967 Deluxe Victory 


n | Manneq!” 





has ADJUSTABLE arms 
and EXTRA right hand 


for various arm poses. 
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ATLANTA—Melvin S. Roos « BALTIMORE— Williams Corp. e BOSTON. Eastern Displays, Inc. © BUFFALO—Samuel C. Dutch & 
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HEADLINERS (oz Gour 
Vind War Goud Drive Windows 


On September 9th all Americans start the Third War Bond Drive. . . . It is for billions of 
Victory dollars. Every store will ‘‘Back the Attack.’’ Here are dramatic designs, screen 
processed in ten full, rich oil colors, on flexible Comura stock, ready to be cut to size, 
mounted to any background, adaptable to dozens of different uses . . . in your windows 

. your bond selling booths . . . column and post treatment. Practical . . . Colorful . 
Effective! Ready for immediate delivery. 


| 
J 





C| Two fighting mad Eagles, ready to deliver the 
‘a! “death-blow"’ to the Axis. They are sculptured in 


P-1132 —‘‘Waves, Spars, Wacs, Marines’ Comura, 15”x 90”, rich oil colors, red, white and blue deep papier mache, sturdily reinforced, claws of 
predominating. Use in exhibits honoring American Women in the Armed Services. Ea. . . . $3.75 actual wood carvings. Hand finished in full realistic 


oil color. 
P-1140—‘‘Eagle’’— Size 22° wide, 
30” high, 8” deep. Ea. . . $17.50 






—_ oe \. —s- P-1141—"Eagle’"— Size 48” wide, 


P-1100—‘‘Service Men's’ Comura, 15”x 90”, rich oil colors, red, white and blue predominating. 54 high, 12 deep. Ea... $37.50 
Excellent companion piece for Comura P-1132 above. Ea. . . . . .. .. . . «$3.75 
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p. “1134 — “Our Flag Is Not Fighting P-1139—‘‘Medal Awards’’ Comura, P-1138, P-1142 — P-1137—‘“‘Back the Attack’’ Comura, 
Alone’, 30”x 90”, illustrates flags of all 30”x 90”, illustrates in full color Medals “Service Ribbons” Two 30”x 90”, depicts American Eagle going to 
Allied Nations and their soldier's uniforms. awarded and worn by our men of the Comuras, 15” x 90”, il- the attack in dramatic, firey colors against 
Full color, Ea, . ics « « Bere Armed Forces. ‘Know Your Heroes,'' a theme lustrate in full color Serv- deep blue background. A dramatic tie-in 
for “sine exhibits ie this Comura. ice Ribbons worn by our with the Third War Bond Drive Appeal. 
Each . .. ~~ «» « Sees Service Men. Each $3.75 fee. .-s a et tae te a 


~L. STENSGAARD AND ASSOCIATES, INC., 346 NORTH JUSTINE STREET, CHICAGO 7, ILLINO! 
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Pass This Issue Along THE COVER OUR NEXT ISSUE 


You get the most value from DISPLAY R. H. Macy & Co., New York City, recently used We hope to have a unique treat for DISPLAY 
WORLD when you share it with others. See a series of displays portraying Manhattan's facili- WORLD readers next month. We are making 
that it reaches other executives of your organi- ties for amusement in connection with war activi- : 


arrangements for a startling article on the use 


° ‘ f ; ies. i i + : 
zation and the members of your department. ties. Most unusual of the displays is the fact that of telecon ia dhpley aier the wor, te be 


al mannequins were individually made to fit the defi- , : 
LJ nite action suggested by the backgrounds. A more menren by a executive of Farnsworth Tele- 
complete description of the figures appears else- Vision & Radio Corporation, one of the world's 
where in this issue. The background in this case authorities on television. The article will ap- 
‘a pictures a band concert in the park. Irving Eldredge pear in the September issue—if the pressure 
is display director, (Photograph by courtesy of of war work permits its completion in time to 


Staples-Smith, New York City.) meet the deadline. : | 4 
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0, CHEMISTRY! 


Air, water, coal, salt, limestone, petroleum and sulfur. Seven primary raw materials. Heat, pressure, 
reaction. PERHAPS these explain nylon, rayon, anesthesia. PERHAPS these explain plastics that stretch 
like rubber, plastics more transparent than glass, plastics with the strength of steel, tough enough to stop 


bullets, as thin as tissue, lighter than aluminum. PERHAPS. 





Jas. B. Williams thinks there’s a plus factor! It's SHOW-HOW that brings the miracles of chemistry to 
the people. It's SHOW-HOW that stimulates chemistry to constantly surpass itself. Its SHOW-HOW 
that whets the American urge to a better life. AND SHOW-HOW IS DISPLAY PRESENTATION .. . 


visualizing the achievements of chemistry ... of industry . .. and actually creating new appetites for 





the new miracles to come, as chemistry charts the unfenced frontiers of tomorrow-at-peace! 


And in the unfenced frontiers of the future, Jas. B. Williams will continue the trend- 


setting for which we have been noted for more than half a century ... inspired by the 





miracles of industry ... and in turn inspiring new miracles ... through the compelling 


force of display presentation ... the plus factor! 


Back the attack ... Buy War Bonds ... Third War Loan 


JAS. B. WILLIAMS, ING. 498 Seventh Avenue, New York 18, N.Y. 


) CREATIVE DISPLAY HELPS... FOR TODAY AND TOMS: 
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DISPLAY WORLD 


W.P.B. Asks Voluntary Cut 
In Display Lightin 


Definite action has at last been taken on 
the nation-wide “brownout™ which — tor 
months has been awaited with trepidation 
by displaymen not in coastal zones already 
subject to strict army blackout regulations. 

The War Production Board's 
tion plan as _ finally 
drastic as would have been possible under 
measures already passed. There is to be no 
complete blackout of display and sign light- 
ing, at least for the present, nor are any 
hard and fast lighting rules laid down. In- 
stead, the plan asks for the voluntary co- 
operation of all users of electricity. 

Summarized, the recommendations partic- 
ularly applying to window display, interior 
display, and showcase lighting are: All win- 
dow lighting is to be eliminated during the 
daytime. Windows should be lighted at 
night for not more than two hours, and only 
then from thirty minutes after sunset until 
10 p. m., local time. Window lighting watt- 
reduced as much as_ prac- 


conserva- 
announced is not as 


age should be 
ticable. Pertaining to interior and showcase 
illumination, all non-essential lighting should 
be eliminated; the remainder should be re- 
duced by the maximum practicable amount 
consistent with public safety and eyesight 
conservation. 

The program was worked out by a Spe- 
cial Task Committee, appointed by J. A. 
Krug, who is director of the Office of War 
Utilities. The committee met in Washing- 
ton several times during July and eventually 
produced a series of recommendations which 
has the WPB’s approval as well as that of 
the Informal Electric Advisory Committee. 
The suggestions are to be publicized to the 
various industries concerned, and to the 
public, through their local utilities, trade 
associations, and through general publicity. 

The detailed suggestions covering 
tricity conservation for display and related 
fields are as follows: 

Indoor And Outdoor Advertising 

1. Indoor and Outdoor Advertising, Pro- 
motional and Display Sign Lighting. 

(a) During the daytime, this type of 
lighting should be eliminated completely. 

(b) During nighttime (defined as the pe- 
riod starting at dusk—30 minutes after sun- 
set— and ending at dawn—30 minutes before 
sunrise), 


elec - 


reduce burning hours so far as 
practicable, but in no case burn for an in- 
terval exceeding two hours and only during 
the period from dusk until 10 p. m., in terms 
of local time. 

(c) Electric 
tional purposes or for identification of places 


necessary for direc- 


signs 


of public service—such as public restau- 
rants, public lodging establishments, trans- 
portation terminals, etc. — may be operated 


during nighttime, but only while the estab- 
lishment is open for business. 

(d) Reduce lamp wattages of all signs by 
the maximum practicable amount. 


. . . General Conservation Plan Goes Into 


Effect Early In September .. . 


Decorative Lighting 
2. Decorative and Ornamental Lighting, 
Including Decorative Flood Lighting: 
(a) Exterior lighting of this type should 
be eliminated completely at all times. 
(b) Interior lighting of this type should 
non-essential; re- 


be eliminated wherever 


duce the balance by the maximum practi- 
cable amount. 
Display Windows 

3. Display Window Lighting which does 
not provide essential interior illumination: 

(a) During daytime eliminate com- 
pletely. 

(b) During 
hours so far 


burn display window 


nighttime reduce burning 
as practicable but in no case 
lights for an interval 
during the 


in terms of 


exceeding two hours and only 
period from dusk until 10 p. m., 
local time. 

(c) Reduce the wattage used by the max- 
imum practicable amount. 

Marquee Lighting 

4. Lighting of Marquees (other than ad- 
vertising signs) and Building Entrances: 

(a) Daytime: eliminate completely. 

(b) Nighttime: in intensity by 
maximum practicable amount consistent with 


reduce 


public safety considerations. 

(c) Eliminate completely when establish- 
ment is not open for business, except for 
amount necessary for protection. 

Outdoor Establishments 

5. Lighting of Outdoor 
lishments : 

(a) Daytime: eliminate completely. 

(h) Nighttime : intensity by 
maximum practicable amount. 

(c) Eliminate completely when establish- 
ment is not open for business, except for 
amount necessary for protection. 

Store Interiors, Showcases 

6. General Interior Illumination and 
Showcase Lighting: 

(a) Eliminate all lighting. 

(b) Reduce remainder by the maximum 


Business Estab- 


reduce in 


non-essential 


practicable amount commensurate with pub- 
lic safety considerations and eyesight con- 
servation. 

As mentioned above, the program is in- 
tended to be placed in operation early in 
September. Before that time the 
public will be acquainted with the plan by 


general 


means of national and local newspaper and 
displays in 
posters and truck 
publicity. 


advertising, radio, 
utility offices, utility 
cards, direct mail, and 
It is thought, too, that many 
will want to explain their cooperation by 
means of displays or newspaper advertising, 


magazine 


similar 
retail stores 


or to explain the public’s part in the pro- 
gram; this latter consists of the elimination 
of all waste in the use of various electric 
appliances and by turning off lights and ap- 
pliances when not actually needed. 

As is well known in the display field, the 


nation-wide dimout or “brownout™” has been 
contemplated for some time \t first its 
desirability was ascribed to the need to 


conserve fuel used to produce electricity; 
later it was said that 


the factor behind the proposal—that wat 


transportation was 


time requirements of transportation lines 
might curtail fuel shipments, with the nat- 
ural result of a shortage of power. The 
reasons given for the plan finally adopted 
further, as seen in these excerpts 
\. Krug to all electric 
utilities and their customers : 

“The War Production Board has_ pro 
claimed that maximum war production re 
quires the greatest possible conservation ot 
transportation, fuel, equipment, 


go still 
from a letter by J. 


manpower, 
and critical materials such as copper, steel, 
much 


tungsten, and many others 


than has been heretofore accomplished It 


greater 


believes that this greater conservation can 
be accomplished by the voluntary cooperation 
effort 
industry, the in 


of all citizens of our country in the 

“In the electric utility 
stalled capacity, 
capacity now 


generating together with 
under construction, is ample 
to meet all foreseeable electric needs. But 
it is essential to save the use of electricity 
wherever possible so as to reduce directly 
or indirectly the 
fuels, transportation, and manpower 

“The obtained 
through the full cooperation of millions of 
people in the conservation program. With 
everyone contributing, the effect will be tre- 


demands tor materials, 


desired result will be 


mendous in hastening the day of Victory.” 

As noted, there will be no rigorous “po 
licing’” to be sure that all stores and indi- 
viduals are cooperating in the conservation 
program. But it should be pointed out that 
under a previous measure adopted by the 
War Production Board much more drastic 
lighting restrictions can be placed in effect 
if necessary; it 1s freely predicted that com- 
pulsory electricity 
adopted should the voluntary plan fail. 

In speaking of the need to save materials, 
a word of warning may not be out of place 
electric bulbs. Several individ- 
positions have 


conservation will be 


regarding 
uals in 
stated that there may develop a severe short 


behind-the-scenes 
age of such equipment. One reason is that 


Radar, the war development whose exist 


ence was only hinted at until a few weeks 
requires tungsten in its construction. 


ago, 


Tungsten also goes into electric lamps 


and when it becomes a question of which 
of the two will get the metal, 
urally 
that the American public may 
bulb shortage so extensive before the war 


Radar nat 
wins. QOne individual has predicted 


face a lamp 


is over that they will be compelled to move 
their bulbs from room to room as required. 
In view of such predictions, displaymen will 
probably find it advisable to check over ‘heir 
lighting equipment immediately. 
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It’s Autumn In Chicage ae 


\ugust arrived with its regal splendor of 
coat presentations along State street and 
in the outskirts . . . with the thermometer 
hovering in the nineties and with the hu- 
midity so thick one could grab a handful 
at will. With this in mind, special credit 
should go to the Chicago displaymen for 
conjuring up such appealing coldness in 
their windows 

Incidentally, our government has injected 
a new flavor into these coat promotions. 
With the deletion of “Sale” and other high- 
pressure “Buy Now!” methods, the “come 
hither” atmosphere which is the rule in 
local windows just now is altogether rest- 
ful and pleasant. 

For his series of “Back to School” win- 
dows, John Courtney, Sears’ State Street 
store, captioned his settings with this choice 
wordage: “The Grammar Girl.” The open- 
ing in the center of the window, as seen in 
the first illustration, 1s framed as a slate. 
Large pencils and books finish out the set- 
ting in the classic manner. 

Les Barofsky, at Morris B. Sachs, added 
in interesting note to supplement his fur 
windows, with flocked white winter tableaus 
and a changing winter effect in each. Mar- 
bleized blocks, plus a different color in 
each window, finished off an altogether at- 
“August 
Preview of Furs Favored for Quality and 


tractive series. Card copy read: 
Enduring Beauty.” One of the displays ap- 
pears on this page 

\ fine setting was obtained by Gordon 
Keerns, Edgar A. Stevens Company, Evan- 
ston, by using wallpaper frieze columns that 
looked almost real enough to lean against. 
Each fur presentation was themed with this 


By JACK POLLARI 
Madigan Brothers, Chicago 


atmosphere, as pictured in the final illus- 
tration on this page. 

Sam Blum of The Fair Store consistently 
comes through with a fine display perform- 
ance, and evidence of this is seen in his 
August coat windows, as shown here. The 
backgrounds were a cold blue seamless 
paper, patterned with flittered stars into a 
constellation that drew all eyes to the cen- 
ter of the window where a very perky head 
nestled amidst snow blocks. A clever pen- 
guin wearing a wing collar added a final 
whimsical touch. The card copy read: “Au- 
gust is the magic month to buy your fur 
coat.” 

Down at 1 North LaSalle street, Bill 





Heinl of Florsheim’s struck a very perti- 
nent and timely note in his shoe presenta- 
tion. Thoroughly masculine in tenor, the 
display brought home the war to date with a 
cutout map of Italy and Sicily and a strong 
message for the necessity of conserving 
footwear. The small, augmenting cutouts 
explained the various ways in which more 
mileage can be added to shoe leather. The 
display is pictured here. 

“Lady Tree Units” were the novel feature 
of an excellent series of college windows 
by Jay Howe, Mandel Brothers. They make 
ideal “clothes horses” for casual trims, espe- 
cially when you find yourself short of man- 
nequins for a large span of windows. Lady- 








bugs capered over traveling cases, on the 
showeards, and over the merchandise to 
give this setting a delightful touch of 
whimsy. The copy on the pennant read, 
in typical college jargon: “What's Buzzin’? 
The College Shop, of course!’ The display 
appears on the next page. 

Space does not permit illustrating the 
following displays, all of which had much 
interest. Russeks, on “Boul Mich,” cap- 
tioned its fur windows with copy right on 
the plate glass: “Russeks, Famous for Fine 
Furs.” 
chandising job in all its fur windows by the 


The store is doing a two-fold mer- 


simple expedient of showing suits under 
f each to 
It makes a neat dis- 


each coat—and showing enough 
do a fine selling job. 
play idea. 

“Buck” Bowen, The Hub, featured Ron- 
ley “fur classic daytime furs’ and Townley 


—The first display is by John Courtney, Sears’ 

State street store. ... At the upper right is a 

window by Les Barofsky, Morris B. Sachs Com- 

pany. ... Below, by Gordon Keerns, Edgar A. 

Stevens Company, Evanston. . . . (All photo- 

graphs are by courtesy of Fred A. Kuehn & 
Co., Chicago) — 
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—At the immediate right is a display by Sam 

Blum, The Fair Store. . . . Center, by William 

Heinl, Florsheim's. . . . Below, by Jay Howe, 
Mandel Brothers— 


fur trims in his August showings. He used 
a setting involving photographic marbleized 
backgrounds, supplemented by classic plas- 
ter columns. 

John T. Moss, with his able crew at Mar- 
shall Field & Co., whipped up a fascinating 
series of fur windows. A scroll in each 
window explained: “Mink over Everything.” 
One mannequin in each window seemed sus- 
pended high over a large white globe made 
of plaster, with the continents outlined in 
two shades of blue. This fantasy was 
achieved with heavy plate glass as a shelf 
for the mannequin, flanked by two folding 
screens. The entire setting gave a dramatic 
interpretation to the “Mink over Every- 
thing” theme. 

Another window at Field’s which turned 
out to be a sure-fire crowd stopper, was 
captioned with two cryptic words: “Cap- 
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tured Equipment.” These war-scarred pieces, 
dismantled from captured tanks, planes and 
guns, brought the war very close to the 
observer on the sidewalk. The sight was 
of course reminiscent of that period of 
World War I when spiked helmets and 
similar German equipment started to make 
their appearance in local windows. 

Richard Jerricho, at The Boston Store, 
used baroque screens ornamented with 
“Lucite” snowflakes to give punch to his 
fur windows. He carried this theme to the 
floor with large baroque scrolls forming a 
base for the mannequins, with a sprinkling 
of snow to further the illusion of cold 
weather. The effect was excellent. 

\t Carson Pirie Scott & Co., J. W. Camp- 
bell chose a classic pattern for all his State 
street windows for August fur promotions. 
He used variegated screens supported by 
various plaster pieces such as chairs, col- 
umns and pedestals, all in pure white. To 
complete and complement the picture, the 
card frame was a photographic blowup of 
a shell plaster frame. Each of the screens 
used had a different wallpaper pattern. 





And last, but not least, Bruce Elliott, at 
Charles A. Stevens Company, pyramided ice 
blocks in a casual manner to serve as a base 
for mannequins as well as to create a suit 
able atmosphere of chilliness for fur dis 
plays. There were three such groups, stand 
ing in snow a good foot in depth. The card 
copy sold the “solid investment” of a good 
fur coat from Stevens 

(Editor's note With this article, Jack 
Pollari takes over the task of gathering to 
gether the Chicago notes each month. Fred 
Kuehn will continue to supply the photo 
graphs. Pollari is a very well-known figure 
in Chicago display He heads the display 
department of Madigan Brothers, and much 
of his spare time is devoted to his duties 
as president of the Chicago Display Club 
where he is serving his second term of 
office. His past history in display includes 
employment in various stores in Duluth, 
Minneapolis, Fargo, and Wisconsin Ee 
has been with Madigan’s for the past twelve 
vears. His hobbies are golf, fishing, hunt 
ing and reading autobiographies.) 
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If display’s peacetime job is to sell, it is no less so 
during wartime. But in the latter case the merchandise to 
be sold is the war program, as a whole and in its various 
divisions. And American display is doing just that. 


For example, utility displaymen—with no tangible mer- 
chandise to sell—have been concentrating particularly on 
the war effort. The first display pictured is the work of 
Roy H. Heimbach, Michigan Consolidated Gas Company, 
Detroit, and is designed to aid Marine Corps recruiting. 
Twenty-one cut-out figures of marines in full-dress_ uni- 
form are posed on the decks of the “U. S. S. Michigan,” 
and across the bow is lettered: “Keep ‘em landing ... Buy 


War Bonds!” 


A fine instance of how a retail store can assist in edu- 
cating the public as to certain civic duties is seen in the 
next window, this being by Stuart A. Raymond, The Broad- 
way Department Store, Los Angeles. This window empha- 
sized the new postal zone system to be used on mail to 
speed up and simplify the classification of mail for new 
postal employees. A postal map of Los Angeles was shown, 
with each zone correctly indicated. A large envelope in 
the background illustrated the correct way of addressing 
mail. 


The Namm Store, Brooklyn, used ten windows on two 
streets to show the opportunities available to women serv- 
ing with Uncle Sam. Two displays entitled “A Salute to 
the Women” introduced the presentation, giving reasons 
why women should enlist, and paying tribute to all enlisted 
women. The display pictured featured the Women’s Army 
Corps, but others were devoted to the WAVES, SPARS, 


Marines, and army and navy nurses. Also shown were the 


various items of equipment the enlisted women are trained 
to use, such as radio sets, generators, direction finders and 
transmitters. One window showed the work being done in 
England as compared with that of American women. <A 
colorful booth was placed in one of the store’s entrances, 
with recruiting officers to answer all questions. The report 
by these officers showed the response to be exceptional for 
a department store. Samuel Rosenberg is Namm’s display 
director. 

Next appears a striking display by Syl Rieser, Stix, 
saer & Fuller, St. Louis, with an exact replica of the Lib- 
erty Bell against an enlarged reproduction of the Declara- 
tion of Independence. 


At the upper right is a War Bond window with the 
huge head of a Nazi soldier sneering above a machine gun. 
The lettering on the cross in the background reads: “It 
they win ... only our dead are free.” The display is by 
Emil Brand, Davidson & Leventhal, New Britain, Conn. 











he War Program 


The whole interior atmosphere of Rike-Kumler Com- 
pany, Dayton, Ohio, contributes to the local patriotism. 
Shoppers find themselves flanked on each side by large 


flags of the United Nations. Joe Vent is display director. 
during wartime 
In the display 

women 


One of the functions of display 
is to encourage women to enter war plants. 
at the upper right, by Stuart A. Raymond, 
workers are posed before a background montage showing 
various feminine war workers in action. 
ers appear in the alcove, and saw-horses and blueprints 
scattered about complete the display. 


many 
war 


Government post- 


Shoppers stood for long periods of time before the next 
display—by Clement Kieffer, Jr.. The Kleinhans Company, 
Buffalo. Aside from the dramatic effect of the big eagle 
bursting through the star-spangled paper, the display had 
sure-fire public interest because the background was formed 
of newspaper front pages, each of which proclaimed a gain 
or victory on the part of our enemies. For example, 
typical headlines read: “Hong Kong Plight Desperate 
Manila Navy Base Afire . Jap Ships Shell Hawai 
Wales, Sunk Off Coast of Malaya.” 
The window sides and top were similarly treated. Across 
the base of the background ran large cut-out letters read- 


Prince of Repulse 


ing “Let U. S. Make Headlines Now!” Toy soldiers 
paraded across the window. floor. 
Next appears a display by Rita Greenwood, J. N. 


Falls, N. Y. 


This 


Adam & Co., Niagara one of a series of 


four stressing the Four Freedoms. window portrays 


“Freedom of Religious Worship.” The American flag cov- 
ers the entire background. A choir-boy and girl stand at 
the left as if in a church choir-loft. At the right is a 
large reproduction of Norman Rockwell's painting on this 
subject. Across the front of the 
flags of the United Nations. 


window are some of the 


To show Oakland residents how American troops are 
provided for in the way of equipment, The H. C. Capwell 


Company presented a seven-window series on this subject. 


he items displayed were to a great extent the military 
ounterpart of civilian merchandise offered the 
retail trade. All military supplies and copy for the window 


normally 


ards were secured from the California Quartermaster 
Depot. (There are many such depots in key centers 
throughout the country.) The particular display shown 


here featured cold weather garments and equipment. 
Charles McClaughry is Capwell’s display director. The 
promotion was later transferred across the bay to The 
Emporium, San Francisco, where W. W. Rowley directs 


lisplay. 
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by Louis Gehring 


Display Designer and Consultant 
New York City 


Here a simple but effective display of women's 
fall fashions is arranged against a seamless 
panel background, banked with branches of 
frost-turned leaves. Attention is drawn to the 
placement of mannequins which, of themselves, 
make an interesting composition. Risers serve 
to display accessories selected to complement 
the smart costume dress coats. Floods and spots 
will help to throw interesting shadows. 
























A photo-mural or scenic painted panel, depict- 
ing autumn in its richness, serves as a back- 
ground for the young women's sportswear dis- 
play. The rustic fence and irregularly cut grass 
matting lend atmosphere to the setting. Appro- 
priate accessories are displayed on large rocks 
casually laid on the matting. 




















In the junior and misses fall fashions display, 
the photo-mural background may be either in 
sepia or green and should represent a suburban 
or park scene. Avoid a ''too rural’ subject. A 
section of fence and grass matting make color- 
ful props for the group of mannequins. If space 
permits, more mannequins as well as accessories 


may be added. 
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Full Speed Ahead For Victory!’ Here is a 
dramatic display for the biggest War Bond 
drive. A miniature model of the carrier is easily 
constructed. Miniature models of planes are 
arranged to take off from the deck in a V-forma- 
tion. Waves are made of papier mache. Spot- 
lighting the display will create a dramatic effect. 
Cut-out letters are used for the caption. Display 
the War Savings Bonds and Stamps poster. A 
cluster of fall leaves can decorate the latter if 


desired. 
































For the general boys’ wear display, a seamless 
blue panel with white, puffy clouds serves as 
background. The stone wall, grass-matted bor 
der and bushes make colorful props for this 
display. A large tree branch appears to over 
hang the foreground. Select the right age group 
and show activity in the group. 























This general men's fashions display draws atten- 
tion to a collection of men's wear in a simple 
but effective manner. A seamless blue panel 
background may be used to display a sepia 
photo-mural of an autumn scene on which copy 
can also be lettered. Autumn foliage is used 
to decorate the panel. 
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Into A Dynamic Bond Promotion 


By ADRIAN DELSMAN 
Frederick & Nelson, Seattle 


This is the story of, how a_ cherished 
Frederick & Nelson tradition was modified 
to fit wartime needs, and how it became a 
powerful and outstandingly successful cam- 
paign for the sale of War Savings Bonds. 

“At Home Week” has long been famous in 
Seattle as this store’s semi-annual style 
presentation of the new, correct, and lovely 
in homefurnishings. In this war year, how- 
ever, it was felt that a broader approach to 
the subject must be taken. Though such a 
style presentation seemed necessary for the 
maintenance of prestige, any contribution 
the store could make to the war effort was 
even more vital. 

The fact that the purchase of War Bonds 
can mean so much to America’s home lovers 
both now and after Victory made it a nat- 
ural thing to combine the hometurnishings 
and Bond themes in the event. In addition, 
it was seen that “At Home Week” could do 
a strong public-relations job for American 
industry by answering the public’s questions 
as to why certain merchandise is no longer 
available. 

Accordingly, “At Home Week” was 
planned to tell a four-fold story. 

Most important from the merchandise 
standpoint, it proved that desirable home- 
furnishings, though limited, are available 
today, presenting wartime alternates in a 
favorable light. In an elaborate auditorium 
exhibit, it showed how manufacturers are 
helping win the war by making equipment 
for our armed forces instead of the civilian 
goods they turned out in peacetime. 

Motivating the entire event was the cam- 
paign for War Bonds. Thrilling glimpses of 
the World of Tomorrow, as envisioned by 
leading designers, reminded the public that 
Bond purchases not only help win the war, 
but provide future comfort and security. 

Realism was given the “Buy War Bonds 

.. Insure the Future of America’s Homes” 
theme by a visual picturization of the World 
of Tomorrow in three blocks of our win- 
dows. A corner window, shown at the lower 
right, set the tempo for this phase of the 


—War Bonds, 10 feet high, formed back- 
grounds for one bank of windows; openings 
in the center showed wonders of the World 
of Tomorrow, obtainable by buying Bonds 
now. ... A view of the patriotic murals over 
the elevators on the street floor. The paint- 
ings are on dark blue velvet, indirectly lighted 
below to give a fluorescent effect. The trim 
around each picture was in gold; lettering was 
in blue. . . . Below, each of the windows in 
this battery showed a different aspect of the 
future. The discs were in graduated tones of 
a given color, with the metal rings and the 
radiating cords in scientifically accurate com- 
plementary colors. Note how the large metal 
ring near the glass focuses attention on 
today's merchandise— 


1 Sosa ala 
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—The center of attraction in this large corner 
window is the 50-calibre machine gun. The 
large mural on the background shows various 
war equipment whose manufacture is made 
possible by Bond purchases. . .. A replica of 
the Liberty Bell was shown in simple dignity 
in a golden setting. A rippling flag was pro- 
jected onto the background over the bell... . 
The American family views the "World of To- 
morrow’ in the form of a slowly revolving 
"“Dymaxion" globe. At either side are the 
large models of the blue "'V'' and golden key 
which were the motif of the entire “At Home 
Week" promotion— 


week with a large reproduction of the 
“Dymaxion” globe as seen in Life magazine. 
Other windows in the spread presented 
glimpses of tomorrow's home, the personal 
plane and the landing field, the automobile, 
television, global transportation, and_ the 
apartment building. Breaking through War 
Bond backgrounds in other windows were 
views of rooms in the home of tomorrow 
as pictured by some of the nation’s leading 
architects and designers. Backgrounds in 
still other windows were great “blueprints 
of tomorrow,” depicting future developments 
in plastics and glass, in appliances, kitchen 
equipsient, bathroom fixtures. A window 
devoted to public buildings of the future 
featured views of postwar London from the 
work of designers now planning the city’s 
reconstruction. 

For the second week of the promotion, a 
replica of the Liberty Bell replaced the 
Dymaxion globe in the corner window. The 
bell window is shown here. 

To emphasize the importance of Bond 
buying for the present and future security 
of the home, two special Bond booths were 
installed for the week inside the store. 
These were built in the shape of small homes 
and were called “Victory Houses.” These 
were manned by volunteer workers and spe- 
cial salespeople supplied by the store. Bonds 
were also sold at the permanent first floor 
Victory Post, where “At Home Week” was 
the occasion for the introduction of a new 
Victory book in which Bond purchasers 
might sign. Filled pages are sent to the 
armed forces to show the home front’s con- 
tribution to the war. 

\s another feature, Washington Chapter, 
\merican Institute of Architects, sponsored 
a “Home otf the Future’ competition for 
younger architects and draftsmen, with War 
Bonds as prizes. 

In one of the largest and most compre 
hensive exhibits of its kind ever produced 
in a retail store, the auditorium display 
showed the public what American manufac- 
turers are doing to help win the war. This 
exhibit of American technical ability and 
material resources dramatically pointed out, 
also, why the public of today must forego 
many of the desirable items available under 
normal conditions. 

\mong features which drew most atten- 
tion were the turret basket of an American 
tank, an equipped life raft, bombs of vari- 
ous sizes, and the propeller of a Flying 
Fortress. 

\lso of interest was captured enemy equip- 
ment, including a German life raft, war tro- 
phies loaned by marines back from Guadal- 
canal, and other souvenirs collected by vari- 
ous fighting men. Japanese invasion money 
[Continued on page jo] 
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This Is New Yorke Display 


Even in this unprecedented year, the tran- 
fall dif- 
fers not at all from past years in the mer- 
chandise world of displays, as furs, college 
fashions for early autumn 


sition from late summer into early 


clothes, evening 
and winter again intermingle with windows 
furniture 


showing groupings for the an- 


nual August sales and timely summer 
clothes. 

“These open arms greet you in our Au- 
gust Furniture Showing” made the card 
copy used by Display Manager Joseph 


arrangement ol 
Blooming- 


Dultz for an interesting 


chairs in the corner window of 
Deep, broad stair-step panels made 
for the arrangement of the 
styles of chairs; this stairstep unit 


side panels which follow the same 


dale’s. 
graduated levels 
many 
and the 
line were both in beige tones and converged 
to a vanishing point, thus suggesting un- 
limited quantities of chairs to choose from 
furniture department. Large price 
placed in the chair 


in the 
tags were prominently 
back so that the spectator could quite lit- 
erally “window shop.” This photograph ap- 
pears on the next page. 
Under the heading, “South 

Display Manager E. L. 
Fifth avenue stretch of 


American 
Vollmer 


win- 


Beauties,” 
gave Bonwit's 
dows over to a presentation of the “kind 
of thin black (dresses) our 
look so pretty in.” Included in the 
black 
described as “Exactly the 
South American Blacks.” 
turn carried out the 


cool neighbors 
series 
was a display of suede shoes which 
mood for 
The 
atmosphere 
neighboring countries. The sloping 
length of the 


finished 


were 
your set- 
tings in 
of the 
panel, which ran the 
of three adjoining 
in sandecloth in deep tan color, this spaced 


series 


windows, was 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


with black serpentines which suggested the 
street Janiero. 
The oversize peon is made of fabric and is 
dressed in brilliant and contrasting colors, 
accented by the multi-color native shawl. 
The four bird cages of reed were painted 
in the high shades of blues, cerise, green 
and pink and formed display fixtures for 
showing the Tropical birds flitted 
here and there, these depicted in colorful 
satins combined with bits of feather plum- 
age. The ready-to-wear windows used plas- 
ter plant filled with large tropical 


famous mosaics of Rio de 


shoes. 


boxes 


leaves which were paper cutouts in pink or 
in green, with the overlay cut-out pattern in 
The display is shown here. 


white. 











The certain 


qualities of 
summer dresses made the keynote for the 


“really wash” 


display theme used by Display Director 
Robert Pichenot in a series of four windows 
at Franklin Simon’s. A suggested washtub 
of exaggerated dimensions made the back- 
ground for a luxurious amount of soap suds 
of white spun glass; simulated bubbles were 
scattered here and there among the suds. 
The display is pictured at the top of page 15. 
The color chosen for the finish of the tub 
in this display—pink—set the color for the 
surrealistic tree which stands before a black 
backwall. The paper tree 
were in two contrasting pink 
while a natural colored clothes line formed 
the outlined motif on the trunk and 
branches. white were hung 
by pink ribbons from the branches as from 
a “gift tree.” One mannequin rested on an 
ironing board which projected over the tub 
as a diving board. The adjoining windows 
similarly carried out the display theme and 
used the colors of soft blue, green and a 
deeper blue in all display props. 

Scotch plaid flannel was employed by John 
Robert Riley, in charge of interior displays 
at Lord & Taylor's, for the decoration of 
the College Shop, as shown on page 14. 
Against beige tone panels these large let- 
ters clearly designate the different sections 


leaves of the 
shades of 


tree 


Bars of soap 


—At the extreme upper right, a display by 
Daniel Coffey, Martin's, Brooklyn. . . . Center, 
by E. L. Vollmer, Bonwit Teller, featuring South 
Left, Scotch plaid 
covers the department section identification in 
the College Shop at Lord & Taylor, where John 
Robert Riley is interior display director. 


American settings. 


(All photographs by courtesy of Virginia Roehl 
Studios, New York City) — 
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—Upper right, clouds of simulated suds and 
bubbles demonstrate the washability of th2 
displayed merchandise at Franklin Simon's; 
Robert Pichenot is display director. . . . Con- 
ter, a novel setting of chairs for a furniture 
sale at Bloomingdale's, where Joseph Dultz 
directs display. . . . Below, ‘what if you do 
have to weekend in town? Relax in your tub’ 
advises Henry Callahan, Lord & Taylor— 


for the featured merchandise. The letters, 
of wood, are painted red and the top of 
each letter is finished with red plaid flannel. 
“Handwoven Tweeds” “Flannel Shirts” 
_, Flannel Skirts” ... Shetland Sweaters” 
“Shetland Plaids” “Socks” 

“Camel's Hair Coats” make up the different 
categories of the merchandise. The Scotch 
plaid is repeated in the use of the uphol- 
stering of the numerous benches spaced 
about the setting while numerous classroom 
chairs used here and there in the shop are 





painted a bright red and yellow. Green 
is the color of the paint job for the stock 
cases inset in the walls. 

“Wedding Plans tor Early Autumn—The 
Bride in Retrospect—the sweep of her lace 
panelled train—a sight for your memory 
book” read the fashion book in one of a 
series of bride’s windows at Martin’s, Brook 
lyn, shown on the opposite page. Simple 
elegance predominated in the settings car- 
ried out by Display Director Daniel Coffey 
The floor of the window and the three-step 
plateau were finished in a light marbleized 
paper with sprays of fern placed in the fore- 
ground corners of the window. The mount 
for the window copy was also in the mar- 
bleized paper and this was further decorated 
by a white satin ribbon marker, gardenias, 
and a cathedral candle placed at the base 
of the mount. The bride gazed happily upon 
er reflection in a full-size mirror which 
vas edged with a double ruffle of white net. 
\ Florentine cherub, posed on the lower 
step of the plateau, fitted in with the at- 
mosphere of the setting. 

\ promotion for “stay-at-home-vacation” 
was cleverly interpreted by Display Direc- 
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AT a country. 24000000 bathtubs in the 
world. and more than 216000008 an night 
the United Ofafes 30 what if were 
? et to the beach ? So what it 


» weekend in town ? We have our tubs 


sx and cool off in them? 


POLY LLLY 
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tor Henry Callahan at Lord & Taylor's 
(final illustration) 
represented in the displays—linens, negh 


Many departments were 


gees, towels, soaps, bath salts and all man- 
ner of colognes and other “tub delights.” 
The background for the four big windows 
showed whimsical sketches depicting each 
member of the family floating with pure 
enjoyment in tubs of water and at the same 
time participating in some chosen recreation 
r napping The 
figure in the tub was of sun-tan tone papier 
mache and here “Mrs. Appleyard” is prac 


as reading, telephoning, « 


tising a sentimental piece of music which 
she proudly holds before het her knitting 
bag, books, cosmetics and towels grouped 
conveniently on and around the raised plat- 
eau on which the white tub stands. “What a 
country, 24,000,000 bathtubs in the whole 
world—and more than 21,600,000 are right 
here in the United States. So what if we're 
hot and can’t get to the beach So what 
if we have to weekend in town? We have 
our tubs—let’s relax and cool off in them!” 
was the message on the card in each of the 


settings. 
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Display In Buenos Aires 


By BERT LEVI 


Casa Tonsa, Buenos Aires q 

















































tents of their windows seem to draw the 
eye; one can not but pause before the dis- 
plays of gowns, jewelry, shoes, and the 
other customary merchandise. 4 

Despite the fact that I stress the impor- 
tance of Buenos Aires from a display stand- 
point, | wish to point out that one should 
not be blind to the possibilities of other 


Argentine cities. For example, there are 
Rosario, La Plata, Cordoba, Tucuman, 
Santa Fe, and Avellaneda. All of these 


cities have well over 100,000 inhabitants, 
and Rosario is populated with five times 
that number. 

Unfortunately there is no publication de- 
voted to window displays in this country. A 
paper such as DISPLAY WORLD should 
be printed in English and Spanish for dis- 
tribution in the Argentine and would foster 
new ideas and enlighten the public con- 





lo speak of the art of window display in 
the Argentine means—almost exclusively 


to speak of window display in Buenos Aires. EL ZAPAT@ 


This is because this city is the capital and 


the center of culture and fashion for the | ¢Pi., BU 


\rgentine Republic. But even in Buenos 





\ires there are not so many smart streets, 
and the standard of window display can not 
be compared with that established in some 
other cities with which the writer is fa- 
miliar; for example, the Rue de la Paix 
of prewar Paris, Regent or Bond streets in 
London, or, last but by no means least, by 
Fifth avenue in New York City. 

Our “Fifth avenue” is the “Calle Florida.” 
This street, to Continental and American 
eves, may be lacking in the spectacular, but 
it certainly seems to exert a strange fasci- 
nation over tourists as well as over native 
\rgentines themselves. The shops are not 
very large, although there are several ex- 
ceptions to this generalization, but the con- 





cerning this field. There is also an absence 
of special manufacturers. There is no na- 
tional association of displaymen. There are 
no local display clubs. Only 5 per cent of 





the -displaymen are professionals, and there 
are numerous shopkeepers who are unaware 
of the important part played by display in 
the retail trade. They do what they have 
done for years; they push large quantities 
of material into the window—in no particu 
lar order—with the purpose of impressing 
the crowds with quantity, rather than qual- 
ity. 

During the past nine vears, Argentina has 
been developing rapidly in many ways. The 
streams of immigrants from Europe have 
brought their ideas with them, as a con 





—The first of these displays by Levi features 
crystal heels imported from the United States. 
. . « Next, men's footwear, showing the variety 
of uses for the type shoe displayed; the ciga- 
rette tip lights up intermittently. . . . Third, one 
of the patriotic displays mentioned in Levi's 
article; this setting shows the march of Gen- 
eral San Martin through the Andes— 
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SUITS 
THIS FALL 










Now that clothes must go farther and last 
longer, suits are more popular than ever be- 
fore. A rpg displayed suit will look 
better and sell faster. Be prepared to show 
your suits on these new Darling ladies’ suit 
forms, designed to enhance the finest styling of the garments... Made of papier-mache and available 
with Enamel bust or Bimini-patch finish. Arm holes allow trimming with blouses. Equipped with 
flange to slip standard 5” upright. 


No. F327 Enamel bust with Jersey skirt $8.95 each. (Size 14 only) 
No. F327-P Bimini-patch $7.85 each. (Size 14 only) 


Our complete line of essential display equipment manufactured of non-critical materials is now available. Papier-mache forms 
for women’s, men’s and children’s apparel, millinery heads in new styling and color schemes, composition and glass window 
displayers, including a thrilling line of patriotic units, are on display at your nearest Darling Distributor, located in all principal 
cities. Or write direct to L. A. Darling Company, Bronson, Michigan. New York office and showrooms, Suite 735 Marbridge 
Building, 34th Street at Broadway, New York City. 


ARLING 


The Name to Think Of First in Display 











THE THREE DARLING 









WOMEN WILL 










PLANTS FLY THE COVETED TREASURY FLAGS 
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—Levi contrives to inject a bit of humor into 
almost every display. This is not at first 
noticeable in the last display on this page, 
but a close examination of the lighted window 
in the shoe reveals the humorous touch— 


















tributing factor. But the North American 
influence, however, is even more keenly felt, 
and a certain glamour is given an article 
if it is described as being “estilo Norte- 
americano.” 

The largest department stores here are 
English-owned. One at the extreme end 
of Calle Florida takes up almost an entire 
block and has fifty windows and a modern 
front. Here one sees previews of the sea- 
son’s fashions presented in a colorful and 
lively manner. There are two other large 
department stores also, and their thirty to 
forty windows dominate large portions of 
the Calle Florida. 

Patriotic occasions are made much of by 
local displaymen. On the 25th of May and 
the 9th of July—both great historical dates 
in the Argentine—all windows feature the 
Argentine colors and many pictures or busts 
of national heroes such as San Martin, 
Belgrano, or Sarmiento. The Argentine 
feeling of “togetherness” with Brazil, Chile, 
Uruguay, and other Latin-American coun- 
tries is given expression by placing their 
flags in windows with the Argentine flag. 

Displays with motion are perhaps the 
most original of show-windows in Buenos 
Aires. One of the biggest shoe stores, 
Casa Tonsa (where the writer is display 
director), which is located on Calle Florida, 
saves valuable window space by the use of 
a moving display—the latter having five 
different sections which appear and dis- 
appear by means of an elevator mechanism. 
Another store which employs this system is 
Albion House, where it is used in their 
men’s apparel building. 

The moving window is of course a defi- 
nite eye-catcher. People always stop and 
stare; they simply have to know what’s 
coming next; they will miss their train, even 
miss an appointment with their sweetheart, 
but they will not miss the pleasure of stop- 
ping and gazing at our elevator window, or 
satisfying their natural curiosity. 
this elevator window, we have an escalator 
window so that the display here proceeds 


Besides 


endlessly. 

Argentines are proud and fond of their 
history and often one will notice stores using 
display themes bearing on this fact. To 
illustrate, gaucho frequently 
found in local display. The gaucho, as most 


scenes are 


everyone knows by now, is something like 
the American cowboy—a symbol of courage 
and freedom, a man of the country who has 
grown up with his horse, his guitar, his 
cart; the hero of literature, immortalized 
(here, at least) in the celebrated work by 
Jose Hernandez: “Martin Fierro.” 

Big sales are popular in Buenos Aires. 
There are the seasonal sales, the great white 
sales in which linen is reduced in price, and 
above all the “jubilee” or anniversary sales. 
If a business can boast of thirty vears’ ex- 
istence, in this young country that 1s con- 
sidered such a long period of time that the 
store must make an event of it; conse- 
quently the store changes its appearance for 
the occasion, just as a beautiful woman 
changes gowns. 

[Continued on page 41] 














































































“The Pin-Up Girl’ 





Latest Creation 
Juniors | 1-13-15 


Highly Styled 
With Lots of Action 
Very Smart Make-Up 


Excellent Workmanship 


Write or Wire for 
Further Information 
or Photos 





Early Delivery Guaranteed 


W. M. ZEPPEN- FIELD 


STUDIOS 


923 NORTH COLE AVENUE 
HOLLYWOOD 38, CALIFORNIA 
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J.A.D. News... 








On July 5, 1943, the annual meeting of 
officers and directors of the International 
Association of Display assembled at 10 a. m. 
at the Hotel Pennsylvania, New York City. 

In the absence of J. B. McCann, Washing- 
chairman of the board, the 
President 


ington, D. C., 
meeting was presided over by 
Parks. 

On April 19, 1943, officers and directors 
were notified that the annual meeting would 
be conducted on the above-mentioned date. 
This was long before the announcements of 
the manufacturers’ Display Market Weeks. 
This announcement opened discussion among 
several members of the board expressing 
their wishes that our meeting date be 
changed to coincide with one or the other 
Market Weeks almost evenly divided be- 
tween the two cities, New York and Chi- 
CaLoO. 

Due to rail transportation over the Fourth 
of July week-end which required paid res- 
ervations well in advance, four members 
made paid reservations early in May for 
New York City. 

The officers and attending 
were: President Ray W. Parks, Manches- 
ter, N. H.; 
land; Directors Dave Estes, St. Louis; Rob- 
ert QO. Johnson, Chicago; Lothar Dittmar, 
Bridgeport, Conn., and Aubrey Maley, Hol- 


directors 


Treasurer C. H. Fadem, Cleve- 


lywood, Calit. 

Our by-laws require that for any trans- 
action of business a majority of the board 
must be assembled. Due to the small at- 
tendance not representing a majority, the 
two-day meeting was conducted along va- 
ried lines of discussion and promotions and 
much time spent on a postwar program, 
The members present pledged every assist- 
ance and cooperation to the association as 
being in a position and with their firm’s 
approval to attend any and all essential 
called meetings—in any city regardless of 
date—on vital subjects and problems which 
will be of benefit to the members of the 
t; As DBD: 

The officers and directors attending the 
meeting went on record as wishing the 
manufacturers every success in their Mar- 
ket Week programs and when the war is 
over and the government has no restrictions 
on transportation facilities, the International 
Association of Display will look forward to 
a combined exhibition of manufacturers and 
an educational program on the. greatest 
scale ever attempted in our forty-seven 
years. 

And speaking of conventions, here's the 
answer to the many inquiries from manu- 
facturers and members of display, why we 
volunteered to cancel our June, 1943, con- 


vention. Further, same curtailment will be 


exercised next year unless present condi- 
tions are greatly altered. A notice from 
Eastman, director of the Office 
Transportation, 


Joseph B. 


of Defense Washington, 


President 


D. C., addressed to the I. A. D. headquar- 
ters for publication reads: 
“Convention travel is 
military and essential war business travel 
He asserted that “the passenger transporta- 
tion problem was now so serious that even 
those organizations conventions 
would be devoted to matters closely con- 
cerned with the war might contribute more 
to the war effort by cancelling their meet- 
ings. Some months ago I asked for can- 
cellation in 1943 of all conventions and simi- 
lar group meetings that would not actually 
contribute in an important way to the win- 
ning of the war. Many organizations have 
responded patriotically to this request and 
have cancelled their plans for meetings this 

vear. Others have not. 

“Conventions, even small conventions, pro- 
duce concentrations of passenger _ traffic 
impair the ability of the 


interfering with 


whose 


which severely 
railroads and bus lines to provide adequate 
passenger service for military and essential 
war business travel. The passenger trans- 
portation problem is now so serious that I 
feel obliged to renew and reiterate, in the 
strongest terms, my request for cancella- 
tion of all such gatherings. The present 
huge volume of passenger traffic is taxing 
the capacity of the railroads and bus lines. 
Equipment to handle additional traffic can 
not be obtained. The volume of military 
travel, moreover, is rising and will con- 
tinue to rise. More than one-half of all 
Pullman sleeping cars, about one-third of 
all railroad day coaches, are now needed all 
the time to handle organized troop move- 
ments in special trains and special cars. The 
number of cars needed for troop movements 
is increasing. Facilities for accommodat- 
ing civilian rail travel are decreasing. 

“The Office of Defense Transportation has 
consistently discouraged travel-stimulating 
events and all unnecessary civilian travel. 
With essential travel demands increasing, 
and with an outlook for continued increases 
in future months, our responsibilities per- 
mit no other policy. Maximum conserva- 
tion of passenger and bus lines to discharge 
their military and essential business travel 
responsibilities. 

“The time clearly has come for officers 
and members of organizations scheduling 
conventions, or other group meetings in- 
volving intercity travel, to ask themselves 
again whether they are justified in going 
ahead with their plans. They must con- 
sider now not alone the question of whether 
holding the convention will contribute in 
an important way to winning of the war. 
They must also answer conscientiously the 
further question of whether cancellation of 
the convention will not accomplish more for 
the war effort than anything that can be 
gained by holding it. 

“And in making their decision, they 
should bear in mind that many organiza- 
tions doing important war work have found 
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in the convention-by-mail a_ satisfactory 
wartime alternative for the regular annual 
gathering. 

“Efficient performance of essential war 
transportation services by our railroad and 
bus systems is of paramount importance. 
Anything that interferes, as conventions in- 
terfere, with provision of adequate passen- 
ger service for travelers on necessary war 
business and for our men and women in 
uniform has a seriously detrimental effect 
on the war effort. 

“I know that provisions of the constitu- 
tions or by-laws of some organizations 
stipulate the holding of annual conventions, 
and that cancellation of the meeting may 
raise complications with regard to the ten- 
ure of officers and other matters. How- 
ever, this is wartime. The emergency calls 
for emergency procedure. The action of 
many organizations in cancelling conven- 
tions required by a literal reading of their 
governing rules indicates that such obsta- 
cles to compliance with the ODT request 
for cancellation can be surmounted where 
there is full appreciation of the pressing 
nature of the emergency and real desire to 
cooperate. 

“The fact that one organization or an- 
other has adhered to its convention plans 
does not give other organizations a_ valid 
reason for thinking they should do like- 
wise. Each organization must make _ its 
own independent decision. The Office of 
Defense Transportation can not pass upon 
the essentiality of any proposed meeting. It 
can only emphasize the serious burdens 
which convention and group-meeting travel 
imposes on transportation and request vol- 
untary action by those who have it in their 
power to eliminate such travel. 

“Members of an organization which co- 
operates with the ODT request and cancels 
its convention instead of feeling aggrieved 
if another organization does not act simi- 
larly, should take pride in the fact that 
their ,group has shown leadership in sup- 
porting the government's efforts to achieve, 
on a voluntary basis, the necessary conser- 
vation of our limited travel facilities. 

“I must say to all organizations still in- 
tending to hold conventions this year that 
their cooperation in our travel conservation 
program is urgently needed to help allevi- 
ate a very difficult passenger transportation 
situation. That is why I earnestly request 
them to reconsider their plans and cancel 
their meetings. By doing this of their own 
accord, on their own initiative, they will be 
acting in true democratic fashion and will 
be helping to avert the necessity for im- 
posing a system of restrictions on the free 
movement of people that would be foreign 
to our whole tradition.” 

Repeating, in part, an old familiar quo- 
tation, “We live in Hope”—that we assem- 
ble in our forty-seventh annual convention 
with hearts light and carefree. 
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TOMORROW <— 
there will be 
better displays 


Alert to the future of display, the N.A.D.I. has brought into one unified group, 
the wide-awake, progressive firms of the Display Industry. This organization is 


dedicated to better the Industry through forward thinking, creative effort, fair 


dealing, quality and service. We have many ideas and some actual blueprints of 


displays for the future. We are determined that, as in the past, we shall build, 


and you shall profit by finer displays, in the Peace to come. 


* * * 


Members of the 
NATIONAL ASSOCIATION OF DISPLAY INDUSTRIES 


Adler-Jones Company . . . American Fixture & Mfg. Co. . . . Bliss Display Corp. . . . Bulkley, Dun- 
ton Co. .... Ec} Gharote Co. . . . Cryseal Feature Co: . . . LA Darling Company . . . Dazian’s, Inc. 
. Decorative Plant Co. . . . Display Equipment Corp. . . . Harve Ferrill & Co... . Gardner Dis- 
plays Co. ... Garrison Wagner Co. ... Earl W. Gasthoft Co. . . . Greggory, Inc. . . . Grenaker 
Studios, Inc. . . . Victor Haida... Bernard A. Jacobs, Associate E. H. Wells ... A. Lutz... 
Maharam Fabric Corp. . . . Mechanical Man, Inc... . P. C. Mileo Co. . . . Old King Cole Co 
Reflector Hardware Co. . . . Schack Artificial Flower Co. . . . Scheuer Art Metal Mfg. Co Sher- 
man Paper Products Corp. . . . Nat Siegel Fixture Co. . . . Silvestri Art Mfg. Co. . . . Standard Fix 
ture Co., Inc. . . . Staples Smith Co... . W. L. Stensgaard & Associates Jas. B. Williams, Inc. 
PROGRESSIVE 


DANI 


NATIONAL ASSOCIATION 








MERCHANDISE 
PRESENTATION 





of DISPLAY INDUSTRIES 
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If, during the first part of this month, 
you chanced to meet a displayman walking 
around in circles and swearing under his 
breath it was probably one of eleven off- 
cers and board members of the International 
\ssociation of Display trying to figure out 
what was going on in the association. Also 
he was probably trying to decide if he was 
still an officer or board member of the na- 
tional organization, and if not, then why 
not. 

The reason for this bewilderment, if each 
of these eleven men fared the same as those 
who have already written or called DIS- 
PLAY WORLD on the subject, is that on or 
about August 1 they received a letter from 
Ray W. Parks, president of the I. A. D., 
requesting their resignation. Then a few 
days later they received another letter from 
the same source to the effect that the first 
letter had been a mistake and stating: “As 
president of the International Association 
of Display I ask that you return the letter 
asking for your resignation and continue in 
your elective office.” 

Most of these men have been of long 
service to the national association, and with 
such letters coming as bolts from the blue 
there is litthe wonder that they were puz- 
zled and hurt. A couple of them thought 
the request was made on behalf of the 
majority of the board of directors and ac- 
cordingly sent in letters of resignation as 
demanded; these have since been recalled, 
it is understood, after the true facts became 
known. 

Briefly, this is the deplorable situation 
behind the action. It was done as a result 
of one of the most ludicrous meetings ever 
held in the long history of the association. 
That is, the meeting and its aftermath would 
be downright funny through sheer ridicu- 
lousness if the implications arising from it 
were not so serious. 

A session of the I. A. D. board of direc- 
tors was called for July 5-6 at the Hotel 
Pennsylvania, New York City, with those 
attending to defray their individual ex- 
penses. When the arrivals were checked in 
it was found that those present consisted 
of the following: 

Ray W. Parks, president, Manchester, 
N. H.; C. H. Fadem, treasurer, Cleveland; 
Lothar Dittmar, director, Bridgeport, Conn. ; 
Aubrey Maley, director, Hollywood; Dave 
Estes, director, St. Louis; Robert O. John- 
son, director, Chicago. 

If the reports coming out of the two- 
day meeting which followed are correct, 
and DISPLAY WORLD has received them 
on authority it considers utterly reliable, 
these are the two main bits of business 
decided on by these men—after a pledge 
not to divulge the “contents” of the meet- 
ing had been given: 

1. It was decided that those officers and 
directors not present at the New York meet- 


DISPLAY WORLD 


AUGUST, 1943 


“Directors Meeting’ 
A Comedy Of Errors 


(AN EDITORIAL) 


ing were “letterhead” officials and not suffi- 
ciently active in I. A. D. affairs or inter- 
ested enough in the association to be con- 
tinued in office; therefore that they should 
be impeached and asked for their resigna- 
tions. 

2. It was decided to embark on an ambi- 
tious publishing program by increasing the 
size of the I. A. D. monthly bulletin, mak- 
ing it more elaborate, and immediately be- 
ginning a campaign to sell advertising space 
to display manufacturers. 

These two measures were adopted. Let- 
ters of impeachment were drawn up after 
the meeting adjourned and sent for signa- 
ture to the men in this order: first to 
Maley, thence to Estes, to Johnson, to Fa- 
dem, to Dittmar, and thence to Parks, after 
which I. A. D. headquarters sent out the 
wholesale request for resignations. 

But what this executive star chamber ses- 
sion forgot, did not know, or ignored, is 
the fact that the by-laws of the I. A. D. 
make very clear that “The affairs and man- 
agement of the association shall be admin- 
istered and conducted by the board of direc- 
tors” and that “A majority of the board 
of directors shall constitute a quorum for 
the transaction of business and a majority 
vote of those present shall be necessary to 
carry a measure.” Four out of a board of 
eleven certainly do not make a majority 
quorum. 

Word of the New York proceedings 
reached DISPLAY WORLD through au- 
thoritative sources, and on July 31 the mat- 
ter of a missing quorum was pointed out 
to President Parks, together with a request 
for him to comment on the actions decided 
on at the “directors’ meeting.” The nature 
of his comments is indicated by the second 
paragraph of his letter in reply: “The min- 
utes of the meeting prove a pledge was made 
for each attending not to divulge its con- 
tents and should I answer your letter in 
its entirety, I also would be breaking this 
pledge.” 

A copy of DISPLAY WORLD’s letter of 
July 31 to Parks was sent to each board 
member and officer not present at the New 
York meeting—and in every case reported 
to date it gave them the first inkling they 
had received of what was behind the letter 
asking for their resignation. 

Apparently it was this suggestion by DIS- 
PLAY WORLD that the New York meeting 
was void because of no quorum being pres- 
ent that caused Parks to write the second 
letter to the eleven directors and officers, 
rescinding the request for their resigna- 
tion. 

Since the I. A. D. has been reporting its 
activities in DISPLAY WORLD seach 
month under the title of “I. A. D. News,” 
the article for this issue was awaited with 
unusual interest, particularly so since the 
July article had promised a report on the 


New York “directors’ meeting” for the next 
issue. However, in response to requests for 
the article, I. A. D. headquarters advised 
on August 4 and again on August 5 that 
there would be no article forthcoming. Ac- 
cordingly on August 7 the I. A. D. head- 
quarters was wired: “Your July article 
promised report of directors’ meeting in 
August issue. Wrote you July 26 would 
expect article as usual and wired to same 
effect August 4. Am now extending dead- 
line to August 11, which gives you ample 
time.” 

The article was received August 10 and 
appears under its usual title, “I. A. D. 
News,” elsewhere in this issue. It speaks 
for itself. We invite its careful reading— 
not if you are interested in the New York 
meeting, but if you are fascinated by gov- 
ernment bulletins on the problems of war- 
time transportation. It is printed just as 
received. 

And what do the “impeached” directors 
and officers think of this sorry affair? Here 
are excerpts from some of the letters re- 
ceived from them by DISPLAY WORLD: 

“T received a letter from Ray Parks ask- 
ing for my resignation and I never had 
anything hurt me so badly in my life. I 
thought about it all day and night, and the 
next day—not knowing the circumstances— 
I sent it in. But the following day, after 
talking with several people about it I be- 
gan to get mad so I sent a wire advising 
him that I would not resign as an officer 
of the association. I really can’t under- 
stand how intelligent men would think they 
could do such a thing and get by with it. 
I have been a member of the association 
for many years; if we had had a convention 
this year it would have been my _ twenty- 
seventh convention, and yet I have never had 
anything like this happen before and don't 
think any of the other boys have either. 

“T received a letter from Parks, written 
August 5, telling me that there wasn’t a 
majority of the board at the meeting and 
accordingly the meeting did not constitute 
a quorum so any action or measure is void. 
He also asks: ‘As president of the I. A. D. 
I ask that you return the letter asking for 
your resignation and continue in your elec- 
tive office. I am not returning the letter 
and I am still continuing in my elective 
office.” 

The following is a copy of a letter written 
to Parks by another I. A. D. officer: 

“Where do you get off asking for my res- 
ignation as an officer of the I. A. D? I was 
dulv and lawfully elected to my post just 
as you or any of the other officers were 
elected to your offices, and, too, I do not 
recall anywhere in our by-laws that the 
president of the I. A. D. is empowered with 
the authority to ask for a duly elected offi- 
cer’s resignation. 

[Continued on page 47] 
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HOW TO BE A 


“SURLY-TWER P” 


Choose from these situations and then let them get you down: 


You have to do some extra work, to help make up for 


the men and women in military services 


you have to stand in a crowded streetcar or bus 

you can’t get the cut of meat you want 

an untrained waitress makes a mistake in your order 
you can’t get a Pullman reservation or a hotel room 
a valuable assistant quits to take a war plant job 


the refrigerator breaks down 


e888 8 F § 


your dry cleaner keeps your best suit three weeks. 


Don't be fussy; pick any of these tribulations. Then get sore 
about them. Feel sorry for yourself. Work up a foul temper. 
Snarl at somebody—anybody. Turn off your brain power and 


think with your lungs. Yell! Grouse! Belly-ache! 


But if you think, as we do, that Surly-Twerps are the most 
inexcusable manifestation of war nerves—-take it out in 
GRINNING. Not only will you learn to enjoy it, but it will 


get you more in the end. 


Leave the moaning for those poor devils who REALLY 
GET HURT. 


CANTON ° OHIO 


50 Years in Display...Now 100% in the War 








INC. 
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War Campaigns Coming Up! 


F TEACHERS 


TAKE A FULL-TIME 


PAYING JOB MARRY 


NEEDED 
IN THESE 
OCCUPATIONS 


TYPISTS 
SALESPEOPLE 


BUS DRivERS 


LAUNDRESSES 












Were Producing for Attack 
with these War Weapons... 


TANKS SS 


Were Working te Win 
in these Wor Plants 
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—Starting on September 20, a drive is planned to persuade still more 
women to take paying war jobs as phone operators, retail clerks, etc. 
The sketches suggest display treatments. . . . On September |, retailers 


are urged to use displays paying tribute to loyal American labor, both 
men and women— 


















oo AND WHAT HAVE 
YOU SACRIFICED? 


PROMPT LABEDRY SERVICE 
SOIC STEAK, CAM OPENERS? 
‘THE PLEATS OFF WOUR PANTS, 
TIM CAS SOME SPEAR b JURE? 
(A fem OST LEISURE HouRs, 
EXTRA BOTTER Some BRIVINET 
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DOWT LET THEM DOWN ..» BUY A BOND TODAY 


OR DIE IN'WAIN...... FOR OUR AMERICAN HEROES 
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6% + ee 








<q 
rtT Trt... ae 
+t 






le 
ny 











| we ncerecne 

























—The big Third War Loan Drive gets under way on September 9. It 

must have the all-out cooperation of retailers everywhere through dis- 

plays, newspaper advertisements, radio plugs, and the like. Findley 

Williams, vice-president, W. L. Stensgaard & Associates, Inc., created 
these displays as suggestions— 
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Knows that “10% for War Bonds isn’t enough these days” 


Workers’ Living Costs going up... and 
Income and Victory Tax now deducted 
at source for thousands of workers... 

Check! You're perfectly right . . . burt 
all these burdens are more than balanced 
by much higher FAMILY INCOMES for 
most of your workers! 

Millions of new workers have entered 
the picture. Millions of women who 
never worked before. Millions of others 
who never began to earn what they are 
getting today! 


This space is a contribution to 


America’s all-out war effort by 
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THE EXECUTIVE WHO STOPS TO THINK .. . 
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A 10% Pay-Roll Allotment for War 
Bonds from the wages of the family 
bread-winner is one thing—a 10% Pay- 
Roll Allotment. from each of several workers 
in the same family 1s quite another matter! 
Why, in many such cases, it could well 
be jacked up to 30%—50% or even more 
of the family’s new money! 

That’s why the Treasury Department 
now urges you to revise your War Bond 
thinking—and your War Bond se//ing—on 
the basis of family incomes. The current 
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War Bond campaign is built around the 
family unit—and labor-management sales 
programs should be revised accordingly. 


For details get in touch with your local 
War Savings Staff which will supply you 
with all necessary material for the proper 
presentation of the new plan. 


Last year’s bonds got us started—+this 
year’s bonds are to win! So let's all raise 
our sights, and get going. If we all pull 
together, we'll put it over with a bang! 


you've done your bit 


...now do your best! 
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Maison Blanche’s Uniform Center 


Several months ago the president of our 
company called a meeting of the physical 
superintendent, the sales promotion man- 
ager, and the writer to discuss plans with 
us for a military center to occupy our fifth 
floor. 

This brain child was not to be just an- 
other military department, but a complete 
floor—formerly occupied by our toy depart- 
ment during the holiday season—and involv- 
ing approximately 10,000 square feet of 
floor space. There was to be no flag wav- 
ing in conjunction with the operation of this 
department, or in its promotion. 

And so we set about to plan a department 
for the convenience and shopping pleasure 
of those people serving in our armed forces ; 
we wanted a center in which both men and 
women could be served quickly and _ prac- 
tically in as pleasing and comfortable sur- 
roundings as possible. 

It meant that a complete streamlined al- 
teration room must be added to the floor, 
for one thing. And last, but not least, an 
officers’ lounge and_ writing-room was 
worked into the scheme. 

More than 9,000 square feet of parquet 
flooring was laid for the department, and 
a complete set of red gum fixtures was used 
throughout the floor. Fifty large insignia 
were needed to add a finishing touch of 
dignity, and a sculptress, Lelia Kelsey, was 
called in to model these insignia for us. 
(These were not completed when the ac- 
companying photographs were made.) The 
Officers’ Lounge was carried out in “Wish- 
maker modern.” 

The Uniform Center, as the department 
was finally called, was formally opened with 
a cocktail party for the officers of all 
branches of the armed forces stationed in 
this area. Engraved invitations were mailed 
to every base. 

An idea of the new department is given 
in the photographs with this article. 

It is gratifying to know that since the 
opening of this department the Uniform 
Center has been able to measure, completely, 
as many as fifty men within a four-hour 
stop-over period in New Orleans, and to 
deliver their uniforms to them at their bases 
within an elapsed time of six days. 

Various branches of the service have been 
very generous in their praise of our ability 
to speed up this service. It is my personal 
opinion that this sort of operation is the 
sort of thing that makes the Maison Blanche 
Company truly live up to its slogan: “Great- 
est Store South.” 


—Part of Uniform Center is seen in the gen- 
eral view at the top of this page. . . . Center, 
a close-up of one of the decorative treatments 
for the uniformed mannequins. . . . At left, 
a battery of window displays was used to an- 
nounce the opening of the military floor, of 
which this display is typical. The small ''Fed- 
eral frames" used in the windows tied in with 
the large ones seen on the floor— 
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Prizes Awarded In Shulton's 
Father's Day Contest 


Shulton, Inc., has announced the winners 
of the Fifth Annual Father’s Day window 


display contest for Early American Old 


Spice toiletries for men. As is the custom | 
each year, stores are divided into two | 


groups. Classification I is for department 
stores and specialty shops. Classification II 
is for drug stores. First, second and third 
prizes and ten fourth prizes were awarded 
in War Bonds and Stamps. 


In Classification I: A. F. Early, Gilchrist 
Company, Boston, was awarded the first | 


prize of $400 in Bonds; second prize, $250 in 


3onds, was given S. E. Thompson, Sibley, | 


Lindsay & Curr Company, Rochester, N. Y.; 


Eric Wucherer, N. Snellenburg & Co., Phil- | 


adelphia, received third prize—$125 in Bonds. 
Ten fourth prizes of $25 in War Stamps 
were awarded to each of the following: 





John Houswood, Adam Meldrum & Ander- | 


son Company, Buffalo; J. F. Wagner, James 


Black Dry Goods Company, Waterloo, | 


Iowa; Irene Heineke, Goldwater’s, Phoenix; 
Joseph Apolinsky, Loveman, Joseph & Loeb, 
Birmingham; Margaret Neal, Mayer & 
Schmidt, Tyler, Texas; John Scott, Swern 


& Co., Trenton, N. J.; Richard A. Staines, | 


Vandever Dry Goods Company, Inc., Tulsa; 


J. H. Johnson, Weinberg Brothers, Chester, | 


Pa.; Frank Splan, R. H. White Company, 
Boston; Leslie Slack, Wurzburg Dry Goods 
Company, Grand Rapids. 

In Classification II: William McMahon, 
Glaser Drug Company, St. Louis, was 
awarded the first prize of $400; second prize 
of $250 was given to Howard Metcalf, Dun- 


nington’s Apothecary, Brockton, Mass.; | 


R. M. Ritch, Eckerd’s, Inc., Charlotte, N. C., 


received third prize of $125. Ten fourth 
prizes of $25 were awarded to each of the 
following: Paul Knapp, Boxer’s Drugs, 


Glens Falls, N. Y.; Joe Sheldon, Eckerd’s, 
Asheville, N. C.; Edward Heinly, Gibbs 
Peoples Service Store, Coatesville, Pa.; 
Kathryn Hackman, Gray Drug Company, 
Columbus, Ohio; George Miller, Mott's Drug 
Store, Iowa City, Iowa; Rufus Scarboro, 
Patterson Drug Company, Inc., Danville, 
Va.; G. E. Shafer, Ries Strauss Company, 
Danville, I1l.; Frank Janda, Scribner's Drug 
Store, Pasadena; Menroy Mills, Trenot 
Pharmacy, Rockford, Ill.; Harold F. Web- 
ster, Webster Pharmacy, Altadena, Calif. 


Booklet Gives Pointers 
On Renovating Rugs 

Displaymen plagued with sun-faded win- 
dow rugs will find some helpful ideas in a 
little booklet just issued by Helms Chemical 
Company, 1014 North Harlem avenue, River 
Forest, Ill. The application of the firm’s 
“Dy-o-Rug” is discussed in detail. Copies 
will be sent on request. 


"Victograms" Released 


By Philadelphia Firm 


Inspiring patriotic posters, done in full | 
natural color, have been released by the | 


Arrow Decorating & Fixture Company, 37 
North Seventh street, Philadelphia, under 


the name of “Victograms.” The posters are | 
2 by 3 feet in size, and are available either | 


singly or in complete sets of twenty-five. 
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B. J. ROTH 


Santa” 


together with nine other Christmas units are the 


initial creations of our newly added depart- 


ment for the making of 


“THREE DIMENSIONAL PAPER SCULPTURE." 


Each unit is artistically elaborated with greatest 


regard for detail, and harmonizing of beautiful 


colors, resulting in a grand "Allied Display" 


scoop. 


Our salesmen are anxious to show these to you 


in addition to our complete and extraordinary 


line of distinctive display items. 


To those on whom our 


salesmen do not make 


regular calls, we suggest you write us for an 


appointment. 


ALLIED DISPLAY 


65 Madison Avenue 








MATERIALS, Inc. 


New York 16, New York 
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Mannequins To Fit The Theme 


—For a truly novel series of displays, Irving Eldredge, R. H. 
Macy & Co., New York City, had mannequins especially 
made to fit the action suggested by each window. Light 
in weight, the mannequins have tissue paper hair handled 
in a loose, flowing manner. The surface of the figures is 
not completely hard, so it is possible to attach articles to 
them and even to pin things to the hands if necessary. 
The shoes are painted on the feet in natural colors, and 
the features are very freely indicated. ... In this group of 
displays, wartime pastimes in Manhattan were portrayed. 
Backgrounds were sketchy, but taken from life. For example, 
at the upper left a sailor enjoys a cruise on a park lake. 
. . . Upper right, a Victory garden. . . . Right, on the 
Staten Island ferry. . . . Lower left, at the zoo. . . . Lower 
right, dancing in the Central Park Mall. . . . (All photo- 


graphs by courtesy of Staples-Smith, New York City, creator 
of the mannequins) — 
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LEATHERET 
PAPERS 


(48 WIDE) 
As you want them! 


When you want them! 


Write for your copies of our 


FALL and CHRISTMAS CATALOGS 
BULKLEY, DUNTON & CO. 


Display Papers Division 


New York—295 Madison Ave. Chicago—2625 S. Wabash 
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Back-To-School Promotion 
Features Puppet Show 


A novel children’s fashion show, staged by 
eight life-size, life-like marionettes from 
ages 1 to 10, will inaugurate a “Back-to- 
School” promotion in late August at R. H. 
White & Co., Boston. The marionette fash- 
ion show is a special feature of Publicity 
Features, Inc., 11 West 42nd street, New 
York City, and will be seen in department 
stores and window displays throughout the 
East, Middle West and South. Evelyn 
Wood, child stylist and puppeteer, will again 
direct the fashion unit. 


Merchants’ Bureau Sponsors 
“Cooperative” Display Service 

Don Abernethy, executive secretary of the 
Merchants’ Bureau of Raleigh, N. C., reports 
getting displays installed in 
spite of the shortage of displaymen. He 
writes: “The display inaugurated 
by the Raleigh Merchants’ Bureau is very 
simple in its function and has relieved a 
very situation in community. 
Many small establishments can not afford 
a full-time displayman and many large ones 


one way ot 


service 


critical our 


have lost their displaymen to the armed 
forces and defense jobs. This bureau, sens- 
ing the need in this instance, located a 


young man who had seen foreign duty and 
had been discharged from the service. He 
operates as an individual and makes his own 
contracts to install displays with the mer- 
chants. His clients have increased so rapidly 
assistant. 


that he employs an His 


now 


charges are governed by the 


work involved. 

“The bureau is also operating a receiving 
station for used silk and nylon hose.. This 
relieves a bottleneck due to the tact that 


100-pound shipments are required and few 
stores get that many hose except over a long 
these used 


period of time. By collecting 


hose, we aid the merchants as they do not 
have to bother with shipping; it 


getting these hose to the 


also aids 
the war effort by 
reclaiming center more often so they can be 
used for powder bags and parachutes.” 


Display Manager Leaves 
Oppenheim Collins 

A. L. Sellman, display 
penheim Collins, Philadelphia, is 
shortly to work for the navy in Hawaii. He 
has been in charge of display tor the Phila- 
delphia firm for the past five 
before that time was with the 
York City organization. His 


Op- 
leaving 


director tor 


and 
New 


successor has 


years, 
store’s 


not yet been announced. 


Displaymen Win 
War Bonds 


Three displaymen who attended the din- 
ner-dance given by The Greneker Corpora- 


tion during New York Display Market 
Week won War Bond door prizes. A $50 


Bond was carried off by Robert Sietz, F. & 
R. Lazarus Company, Columbus, while T. 
A. Solomon, A. Harris & Co., Dallas, and 
Arthur Furian, Miller’s, Knoxville, 
won a $25 Bond. 


each 





amount of 


15,000,000 Display Pieces 


Include Government Themes 


The Point of Purchase Advertising Insti 
tute, New York City, has announced that 
during the first four and a half months ot 
this year the display industry produced 


15,383,749 material playing up 


government, military 


pieces ot 
and civilian war pro 
grams and appeals. 
\ll types of display 
among them being window displays, 
counter pieces, and The 
were obtained from reports to the Institute 


pieces are included, 
posters, 
hangers. figures 
by a number of the nation’s leading mount 
ers and finishers. 

Commenting on the Institute 
said: “The qualities of point of purchase 
effective 


report, the 


advertising as an economical, 


method of moving merchandise from retail 


shelves to the consumer have long’ been 
recognized by merchandisers. Today, the 
war effort, demanding utilization of every 


resource for its support, has offered display 
hith- 
values and possi 


opportunity to demonstrate potential 
erto largely unexplored 
bilities for adaptation to unusual conditions 
and needs.” 


Lee Becomes Vice-President 


Of Cleveland Firm 


Designers for Industry, Ine., Cleveland, 
announces the appointment of Lee B. Green 
to the position of executive vice-president 
and general manager. Lee was formerly 
manager of the Firestone Rubber & Metal 
Products Company, a subsidiary of The 


Firestone Tire & Rubber Company. 
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Card Layout For Self-Selection 


Enterprise Department Store, Waltham, Mass. 


[he importance of the showcard to self- 
selection selling is paramount. Never be- 
fore have such sales-creating opportunities 
been within the grasp of the showcard 
writer, but the heavy copy on such signs 
and the increased pressure of work have 
given rise to difficulties in the pleasing 
and artistic arrangement of them. Never- 
theless, a neat, easily-read card is of the 
same importance today as it was before 
the advent of self-service. 

Besides carrying the descriptive facts per- 
taining to the merchandise displayed, the 
card must take the place of a sales person; 
it must persuade, suggest, prompt the urge 
to buy, tempt the hesitant to act. 

A well-laid-out card will do this, but 
strict attention to copy arrangement is re- 
quired, 

The headline must immediately engage 
the eye and the small copy be smoothly and 
rapidly read. Styles of lettering should be 
related throughout, obtaining contrast by 
using upper case, script, or a more finished 
style in the display lines and lower case 
and sans-serif letters in the body copy. The 
use of italics in the descriptive matter and 
a clean-cut, spurless Roman letter in the 
headline is effective. 


SUGGESTIONS FO 
yOuR OUT DOO 
HOLIDAY 





In CASUALLY 
CORRECT 
SPORTS 

SUITS 






By GEORGE W. RAE 


Simple letter styles are best adapted to 
excess copy layouts, but above all the lay- 
out itself is the center of attraction on cards 
of this type. White space has strong atten- 
tion value and copy grouped in a compact 
block, or blocks, and a price, surrounded by 
inviting open space, lends quick and easy 
readability to the message. 


Wide spaced, simple pen-lettering through- 
out the copy blocks is both attractive to the 
customer and may be executed speedily by 
the show card writer. Lines of lettering 
may begin evenly at the left and be allowed 
to terminate irregularly at the right, much 
the same as a type-written page; in such an 
arrangement the selling points would be ar- 
ranged according to their sales value, a dab 
of color or a plain dot being placed before 
each line. 


As it is with lettering and color that 
the layout is created, careful attention to 
these two factors is advisable. These make 
up the medium by which the message is con- 
veyed. In deciding what styles of lettering 
are best suited to the self-selection show- 
card, it is well to consider the following: 
(1) Which letter forms are produced with 
the least expenditure of time and _ effort? 






TO DELIGHT 

A LOVELY 
LADY 

lhe ‘deal pit 


for comfort & 
leasure 


Rel 


Say 


(2) Which are most expressive of the mer- 
chandise displayed? (3) What styles of 
lettering fall more readily into a standard- 
ized layout? 

Remember that readability is the first 
consideration. 


With regard to color, that which is in 
sharpest contrast with the background is 
usually more effective. As the usual back- 
ground color is white, black lettering would 
produce the greatest contrast. Generally, 
when using more than one color on a sign 
there should be two considerations—namely, 
the colors should be in striking contrast 
with the background and, in a lesser de- 
gree, with each other. 


In self-selection cards, as in all other 
types, better results will be obtained by 
planning them simply. Give the greatest 
amount of time to the layout; lettering 
comes next and, last but not least, the 


color. 


The above suggestions may also be ap- 
plied by users of sign machines. Select the 
types carefully and spend more time with 
the layout; the results will more than re- 
ward your extra effort. 








an inyvitanom 1 
MASPECT OUR 
FURNITURE 
DEPT sxeh 
WEP SEO 


* 


os oe 


y toe se mth 












—Another group of showcards by Marcus G. Turley, Farmer's, Auckland, New Zealand, shows typical handling of layout and lettering on the other 
side of the world. The reversal of seasons is made plain by the message on the card at the upper left: "Christmas Camping'— 
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(by actual test). 


20" wood barrel. 


play. 


the same price. 


Individually Packed. 





Join the nationwide drive for silk! 
Our papier-mache 34-inch high 
head of the Jap collects more silk 
than any other means used so far 


It's light—unbreakable—fully col- 
ored and fits over your standard 


Be the first in your city to use the 
approved “Hex-The-Axis'’ method 
of collecting silk scrap. The head 
can also be used for window dis- 


Papier-mache effigies of Hitler 
and Musso are also available at 


*4 g-°° Each 
Order Today! 


BASSONS DUMMY PRODUCTS 


Get into the Scrap Drive with these 


“HEX-THE-AXIS” COLLECTORS £. 


By the Creators of the Original Hitler Pin Cushion! 








Pend 


Pats 











OB-NOX-SHUS NIPPY 
They‘re mostly mouth we all agree, 
The men we call the Axis Three. 
Here’s one use—for the slinky Jap— 
Throw your silk right in his yap! 





57-02 48th STREET 
MASPETH, NEW YORK CITY 























An Insight On Salaries 
Paid English Displaymen 

The question of how much the average 
English displayman is paid has been dis- 
cussed recently in the London publication 
Display. 
find it surprising to learn that in the United 
States the average displayman receives from 
three to six times or more the salary paid 
his English counterpart. 


Quoting from a letter published in Dis- 


play: “Having worked in five different 
stores, both in London and the provinces, 
in every capacity from apprentice to dis- 
play manager, I think I can answer the 


question regarding the average wage earned 
by displaymen under peacetime conditions. 
Taking the first (the English 
pounds and shillings have been changed to 
dollars and cents at the approximate pre- 
war exchange value): first hand, $13.50; 
senior window dresser, $9; junior window 
dresser, $4.50; apprentice, $2. These sal- 
refer to men’s wages. Women’s and 
girls’ salaries are around 20 per cent less. 
With regard to London stores, the average 
figures first hand, $22.50; senior win- 
dow $11; junior 
$6.50: $4.50. 
figures naturally vary from store 
to store. I have known displaymen who 
got even less! On the other hand there are 
double the 
quoted paid, these in- 
usually first hands and 
and taking into account married men 
with families. ... The authenticity 
figures | vouch for, as they 


provinces 


aries 


are: 


dresser, wlan dresser, 
apprentice, 


“These 


few, where 


has 


instances, 
amount 


very 
been 
stances being for 
seniors 
of these 
based 


can are 





American displaymen will probably 


on actual earnings of myself or my staff 
during the years 1934-1939. Prewar, 
many stores in the provinces gave their 
staff meals on the premises in lieu of sal- 
ary, thereby cutting their display wages 
down to a fine art at the expense of the 
staff. I know of one such store where the 


highest salary paid on this principle was $5 
per week!” 


"Women At Work" Posters 


Are Now Available 
A set of 
Production” is 


posters on “Women in War 
now available, itt is an- 
nounced by the Women’s Bureau of the U.S. 
Department of Labor. Prepared by the Bu- 


five 


reau, the posters are entitled: “Women of 
All Ages Work on War Jobs,” “Women’s 
Hands Speed War Production,” “Women 
Answer Manpower Shortages,” “Scientifi- 
cally Trained Women in War Jobs,” “Work 
Clothes for Safety and Efficiency.” They 
include forty-six photographs of women 
workers on various processes in key war 
industries, with emphasis on safety stand- 
ards. Each poster is 30 by 40 inches. 

The posters, individually or by set, can 


be ordered from the Superintendent of Doc- 
Printing Office, Wash- 
10 cents a poster, or 


Government 
The 


50 cents a 


uments, 
ington. price is 
set. 


Van Hollander 
Dons Uniform 

A. Van Hollander, assistant display man- 
Gimbel Brothers, Philadelphia, has 
the armed 


ager, 


joined forces. 








Brock Wins Tennis Week 
Display Contest 


Ernest G. Brock, 
Store, Fort Worth, awarded first prize 
in the annual window display contest con- 
ducted in conjunction with National 
week, sponsored by The Sporting 
Dealer, St. This marked Leonard's 
second top award of the year and fourth out 
in contests sponsored by 


Leonard’s Department 


Was 


Tennis 
Gor yds 


Louis. 


Six 
Dealer in the 
both 


of a possible 
The 
repeated in 
and National Tennis 

Second prize in the window display con- 
test was won by Otto Muhlfeld, A. G. Spald- 
ing & New York City, while a 
cial small dealer award went to W. C 
Smith, Smith’s Bicycle Shop, 

War Bonds Stamps 
prizes. 


Leonard’s 


week 


past two years. 
National Baseball 
week contests. 


Bros., spe- 
Tampa. 


and were the major 


Point Of Purchase Institute 


Elects Officers 

Ralph W. Thomas, 
Forbes Lithograph Manufacturing Company, 
Boston, was elected president of the Point 
of Purchase Advertising Institute at a re- 
cent meeting of the board of directors, after 
having served as vice-president during the 
He Chi- 
Cardboard becomes a 


vice-president of 


past year. succeeds D. C. Ozman, 


cago who 


Company, 


member of the board. Lloyd L. Grisamore, 
\rvey Corporation, Chicago, was named 
vice-president, and George L. Rose, Mount- 


ing & 


reelected 


Brooklyn, was 
Edward T. 
secretary 


Company, 
-tre 
executive 


Finishing 
secretary asurer. 


Sajous continues as 








DISPLAY WORLD 


These Were |. A.D. Winners 





—Winners of the sweepstakes prize in the two divisions of the annual 
contest of the International Association of Display were Joe Vent, Rike- 
Kumler Company, Dayton, Ohio, and Clare Fred Cutter, Hart-Albin 
Company, Billings, Mont. The two top displays and the one at the left 
center are three of Vent's entries in the sweepstakes contest, and the 
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remaining three are representative examples of Cutter's displays. Vent 

won top honors in the division for cities of more than 100,000 population, 

while Cutter did likewise in the smaller cities division. Complete results 

of the contest appeared in DISPLAY WORLD for July. The contest was 
held by mail this year— 
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Baby Daughter 
For The Kings 


A daughter was born to Mr. and Mrs. 
John L. King on July 7. The new arrival 
has been named Virginia Joyce. John was 
formerly with the display department of 
S. Kann Sons’ Company, Washington, and 
served for several years as managing di- 
rector of the International Association of 
Display Men. He is now employed in a 
New Jersey shipyard, where he is making 
use of the electrical training he gained in 
a hitch with the navy some years ago. 

King is also serving as secretary of the 
National Association of Display Distrib- 
utors in his space time. The officers of 
that association are Joseph E. Podgor, pres- 
ident, Philadelphia; Marshall Moody, vice- 
president, Dallas; Albert Blitz, treasurer, 
Washington. 





It's A Son And Heir 
For Max Mayer 

Max Mayer, whose years in display have 
made his smiling face known to displaymen 
from coast to coast, has an added reason 
for joy these days. The reason weighed 
7 pounds at birth on July 14 and has been 
named Terry Stephan Mayer. Max is with 
The Greneker Corporation, 250 West 54th 
street, New York City. 
Conqrendien In Ondee 
For C. H. Andrews 

The following simple but eloquent cable 
was received July 28 by DISPLAY WORLD 
from our good friend C. H. Andrews of 
Wellington, New Zealand: “Twin sons ar- 
rived; all well.” Andrews operates a dis- 
play business in Wellington, and his inter- 
est in American display has made him a 
well-known figure to the field over here. 
The twins are his third and fourth chil- 
dren—all boys. 





Garfinkel Joins 
Sakowitz, Houston 
Harry Garfinkel has resigned his position 
as display manager for the George B. Peck 
Company, Kansas City, in order to join 
Sakowitz Brothers, Houston, in the same 
capacity. He has been succeeded at Peck’s 


by Hollis Drake. 





Military Duty Calls 
Binghamton Displayman 

Formerly in charge of display for Fowler, 
Dick & Walker, J. Duane Weaver is now in 















seen 


Mannequin. Highly stylized, yet 
suggesting living, breathing 


men, 


estly made of the finest mate- 


rials 


ice. And; what may be most 
important, Mileo Mannequins 


sell merchandise. Visit the stu 


dio 


THE HAND 
OF AN ARTIST 


The hand of an artist can be 


write for photos. 


P. C. MILEO 
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in every line of a Mileo 


women and children. Hon 


to give you yeors of serv 


it's worth your while, or 


7 WEST 36th STREET 
NEW YORK 18. N. Y 


Just off Fifth Avenu 

















the armed forces. His successor has not 
yet been named. 


Seifert Is pied 
For Bond Work 

A citation for diligent and unselfish serv- 
ice in the War Bond drive in the Youngs- 
town, Ohio, area has been awarded to T. 
J. Seifert, display director of G. M. Me- 
Kelvey Company. 


Clem Kieffer Wins 
Local Contest 


First prize in the local “I Am An Amer- 


ican” day display contest was won by Clem- MERKLE. KORFF GEAR 4). 


ent Kieffer, Jr.. The Kleinhans Company, 211 NORTH MORGAN STREET CHICAGO, ILL. 
Buffalo 













BIBBONS 
TA FFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 
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—This is a self-selection fixture for the 
sale of books. It is built just high enough ya 
so the titles can be read easily and Mish 

| | 








with the books readily accessible. The SS THIN 

books on the table top are displayed in e050" 

slanting troughs so that the titles can be Das 

seen more easily. Instead of using a 

sign on top of the fixture, use large 

dummy books lettered as shown in the 
sketch— 








— Autumn leaves introduce the 
fall atmosphere, while giving the 
post unit a stylized treatment re- 
sults in an up-to-the-minute effect. 
The sketch suggests a section of 
real tree branch on which are 
Z fastened large oak leaves cut 
{ from wallboard. The leaves are 
painted in stripe-and-dot design. 
Autumn colors of course are used. 
Fe BT echt oats The cut-out acorns are stylized in 
wets Seer" | keeping with the leaves.— 





12 


—This tree-shaped display fixture is used for showing 
handbags, belts, shoes, gloves, and other women's furnish- 
ings. The tree is made up of sections cut from a 7%-inch 
board 12 inches wide by 4 feet 8 inches in length. A 
pattern for the cutting is given below the drawing. 
Sections can be cut out with a key-hole saw and joined 
together on the back with small wood cleats. The fin- 
ished tree is painted with dark green or brown enamel: 
over this solid color apply small, individual brush strokes 
of yellow to simulate bark. The ends of the branches 
are decorated with clusters of artificial autumn leaves— 








— —_—_——— = 
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—The design at the right is suggested for an island table-top \ SEAC EK FOR SIGS 5 

for regular sales use or for self-service merchandising. It is an == sisi ic ti eae 

attractive assembly of platform, steps, and shelves on which 1" a 

to display merchandise, and space for a sign is provided as —n eee 

= vr we’ 0 hee and table-top are all done with | | bd 

curved ends which add attractiveness to the unit. Paint the ——— = — St 

sign a different color than the rest of the assembly. Keep the ee a, »= mamement: . -_ 

top shelf low enough so items displayed there can be reached Xj \7# ‘J - 
readily— ‘ 5 
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Prize Winners Announced 
By Barron-Anderson 


The names of winning displaymen in the | 


recent outercoat display contest 
by Barron-Anderson Company, 
just been announced. 


sponsored 
soston, have 
The contest required 
the use of a display piece furnished by the 
advertiser, in this case a life-size figure of 
a Pullman porter in position to hold an ac- 
tual overcoat. 

Similar 
groups: 


prizes were 
large stores, 
dium-size stores. 


awarded in two 
and small and me- 
The three top awards in 
each group were $100, $50, and $25, respec- 


tively. In the large store group first place 


was won by Bert Baird, Albert Steiger Com- ! 


pany, Springfield, Mass.; second place went 


to George Englert, McFarlin Clothing Com- | 


pany, Rochester, N. Y.; third prize was tied | 
for between L. A. Ware, Watt & Shand, | 
Lancaster, Pa., and Frank Collins, The May | 
Company, Cleveland. 

In the other group first place was won by 
A. Henry Montefusco, R. J. Macartney 
Company, Lawrence, Mass.; second place 
went to Ray L. Wallick, Griffth-Smith Com- | 
pany, York, Pa. A tie for third place re- 
sulted Ernest Koch, Feinson’s 
Men’s Danbury, Conn., and L. H. 
Woodruff, Dan A. Donahue Company, Sche- 
nectady, N. Y. 


between 
Store, 


There was a large list of fourth prize and 
runner-up prize winners in each group, and 
a prize was also given for every good win- 
dow display submitted, regardless of wheth- 
er it could be classified as a winner. 
Ex-Displayman Dies, 

| 
Aged 67 








OISPLaAY WORLD 


SCULP-TU-ROLLS 


28'"' Wide — 20' Long 
*5.95 Roll 


OAK BARK deeply embossed 
with the grain of the bark 
running the 20 ft. length of 
the roll which will enable you 
to make a log or tree trunk 
effect any desired height. 


SEND FOR CATALOGUE 


ILLUSTRATING QUILTFOILS, PK CUTOUT VALANCES, CORRU- 
GATED PAPERS, EDGINGS AND OTHER EASY-TO-USE MATERIALS 


BRICKWALL full relief em- 
bossed—as natural as stone 
and mortar. DO NOT CON- 
FUSE with printed or paint- 
ed designs. 


Other Sculp-Tu-Rolls 
Stone Wall 


Raised Tile 


Birch Bark 


Visit Our Showroom While in New York 


All Our Products Originated and Manufactured in Our Own Plant 
ABACOT DISPLAYS, Inc. . 





18 East 16th St. - New York, N. Y. 
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For many years in charge of display for 
Gimbel Brothers, Philadelphia, John H. 
Field died at Roxborough, Pa., on July 23. 
Field, who was 67, retired from business in 
1927. He is survived by three brothers. 








COMING UP! 


Anniversary of the Founding of the 


Red Cross at Geneva, 1864—August 
22. 


Anniversary of the Declaration of 


War against Germany by France 
and England, 1929—September 3. 
Labor Day—September 6. 
National Felt Hat Week—September 
11-18. 

Constitution Week — September 13-18. 
Star-Spangled Banner Anniversary— 
September 13 (written in 1814). 

Constitution Day—September 17. 

National Dog Week—September 19-25. 

Autumn Begins—September 23. 

Gold Star Mother’s Day—September 
26. 


Nationally Advertised Brands Week— 
October 1-11. 


National Retail Furniture Week—Oc- 
tober 2-9. 

National Letter Writing Week—Octo- 
ber 3-9. 

Fire Prevention Week—October 3-9. 

Loyalty Day—October 3. 

National Business Women’s Week — 
October 10-16. 








National Wine Week—October 10-17. 
Columbus Day—October 12. 








bh Home! 


CHICAGO CARDBOARD COMPANY 


666 WASHINGTON BLVD. 
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DISPLAY WORLD 


Say lt With Size 


By DEL LE SAGE 


Harvey's, Nashville 


The writer has long been a confirmed be- 
liever in the axiom: “If a good little dis- 
play will sell merchandise, a good big dis- 
play will sell it better.” 

Gargantuan settings have another useful 
function in display, apart from their ability 
to catch and hold the eye. Where the dis- 
playman must deal with windows that are 
comparatively high and narrow, large deco- 
rations and fixtures seem to work out even 
better than in ordinary space. The spec- 
tator’s vision does not seem to stop at 
eve-level, as is usually the case; 

How this works out in actual practice is 
seen rather clearly in the two fabric dis- 
plays pictured at the left center and lower 
left. Note how relatively narrow the win- 
dows are, and from what height the fabrics 
are draped. Yet in the case of the first one, 
the enormous morning-glories—in six dif- 
ferent colors and 18 inches across the face 

draw the attention to all portions of the 
display. The flowers cluster about stalks of 
bamboo, and these were 6 inches in diam- 
eter. The same setting was used for the 
lower left window, where the morning- 
glories and huge wooden buttons combined 
for attraction value. These buttons were 
hand-turned by a local craftsman and have 
many display uses, but particularly so as 
props for piece goods display. 

The backgrounds for these windows were 
painted a dark Roman violet; pastels are 
shown to more advantage in front of this 
color, since it offers an excellent color 
contrast. 

At the upper left is a window handled 
in much the same manner, except that dog- 
wood is the featured flower; the size of the 
flowers is shown by contrast with the man- 
nequins. The floor of this display was cov- 
ered with green sawdust. 

A rather novel application of the “size” 
idea is seen in the first photograph at the 


upper right. The vertical height of the 
window was overcome by building the shoe 
displayer in stairstep fashion. A stair-rail 


ran across the background, and the back- 
ground itself was covered with French 
wallpaper showing a garden scene. 

Great slabs of wood were staggered up- 
ward to form the displayer in the millinery 
window. The wood was left in its natural 
form. The floor was covered with green 
sawdust, and the background was formed by 
slabs with the bark surface toward the side- 
walk. 

The displayer in the final photograph was 
copied from a hanging ivy bottle. The unit 
is 10 feet high by 6 feet wide, and is painted 
a Canterbury purple. The shelves are bot- 
tle-shaped. The unit makes an excellent 
displayer for giits, dishes, stemware, and 
the like—and here once again the displayer’s 
size makes it a fine device for catching the 
attention. 

If you haven't been trying “size” in your 
displays, you might make a note to give it a 
trial. It really works. 
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Popular Photography Salons 
Available For Exhibition 

There are a limited number of two-week 
or four-week exhibition periods open on the 
itineraries for the four traveling photo- 
graphic salons of Popular Photography 
magazine. The salons, each composed of 
approximately 100 outstanding prize-winners 
from Popular Photography picture contests, 
are available free of charge for exhibit at 
stores or any organization or institution 
open to the public. The only stipulation is 
that exhibitors agree to defray the shipping 
charge to the next point of exhibition. 

Approximately 400 square feet of wall 
space is required to hang the prints, if they 
are all displayed simultaneously. Each print 
is mounted on a 16-by-20-inch salon board 
equipped with a suspension ring for easy 
hanging. 

Department stores interested in exhibiting 
one of the salons can secure information 
on the available exhibition periods by writ- 
ing immediately to Popular Photography, 
540 North Michigan avenue, Chicago 11. 





After-War Display Possibilities Seen 
For New Plating Process 

A process by which plastics, glass, or any 
non-conductor is perfectly plated with any 
of the plating metals has been announced 
by Precision Paper Tube Company, 2023 
West Charleston street, Chicago 47. By 
this development the plating goes on the 
plastics as perfectly and as permanently 
as the best in any plated metal. Convex 
and concave surfaces, convolutions, corners 
and recesses are as thoroughly plated as 
flat or simple round surfaces. The plating 
is permanent. The process is being used 
exclusively for industrial purposes for the 
duration, but its possibilities for display de- 
velopments after the war are said to be 
excellent. 


Change Of Location 
For Installation Firm 


Announcement is made of a change of | 


address for Riecher’s Display Service, St. 
Louis display installation firm. The new 
location for the office and studio is 2818 St. 
Louis avenue, with the shop and warehouse 
a few doors down the street. 


B. J. Roth Joins 
Allied Display 

Allied Display Materials, Inc., 65 Madi- 
son avenue, New York City, has announced 
the appointment of B. J. Roth to head the 
firm's new department for the creation of 
three-dimensional paper sculpture. Roth is 
well known for his paper sculpture and dis- 
play designing. The new department will 
create and manufacture exclusive display 
units and will also create promotions for 
individual needs. 








Don’t forget—send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 
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‘Hang ‘em up! Sell *em FASTER! 


RACKS PAY FOR THEMSELVES 


HERE’S ONE YOU CAN'T BEAT 
OUR FAMOUS ALL METAL 


SKIRT RACK 


No. 61— Illustrated 


Just a Few Left! 





























All steel construction — all chromium finish — 
cadmium arms. Equipped with 7 by 11 inch 
chromium card holder—lifetime skirt clips. Abso- 
lutely the finest equipment ever made for skirt 
displays. Dimensions: 96 arm, 4 feet long, 48 
inches high. Guaranteed. 


$ $5.00 F.O.B. N.Y. C. 


WITH CHROMIUM ARMS, $95.00 


SIZE DIVIDERS 16 | 


To Make Selling Quicker, Easier 














EVERY STORE NEEDS THEM 


Size control made easy at low cost. Two types. 
Round Lumarith (non-inflammable celluloid) for 
general store use. Cannot fall off rack. Beauti- 
ful in appearance. All sizes from 1 to 54. Actual 
size, 23°" diamerter. White pressed cardboard 
for stock room use. The favorite for many years. 
All sizes from 12 to 50. Actual size, 

10c 


12” high by 4” wide. Either style, each 
NATIONAL HANGER CO. Inc. 


Inmediate Delivery 
545 EIGHTH AVENUE NEW YORK CITY 











‘EFFECT OF LEATHER | 


. . » Price of Paper 
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A CLOPAY 
PRODUCT 


Backgrounds---Covering---Lining 


Almost no limit to the display uses for versatile 
It has the luxurious appearance of 
costly embossed leather yet costs only $1.75 to $2.25 
What’s more, it’s grease 
Other 
CLOPAY display papers provide almost unlimited 
variety of expensive looking decorative effects at 


COVERAY. 


for 4-ft. x 25-ft. rolls. 
proof, stain-resistant and 100% washable. 


cost of paper. Write for samples. 


GARRISON-WAGNER CO. 


ST. LOUIS, MO. 


1629 LOCUST ST. 




































Keep Your Eye on 
The 


CAMPUS GIRL 


The Outstanding Mannequin 
Creation of the Year! 


One of the very latest CORONET 
MANNEQUIN achievements—and one 
of the finest! 


The CAMPUS GIRL has all the charm 
and appeal of a youthful, vivacious 
junior miss. Shows your garments at 
their best—performs a great selling job. 


* 
PLENTY OF DISPLAY IDEAS 


for 
“BACK-TO-SCHOOL” PROMOTIONS 


You will find a wealth of striking, effec- 
tive material among our new Autumn 
Displays, Metal Fixtures, Plastics and 
Novelties. 


Send for Catalog 


THE DISPLAY EQUIPMENT CORP. 


147 WEST 371 ST., NEW YORK 18, N. Y. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS =u 











—"All-Bran" with prunes for 
health is the recommenda- 
tion of the Kellogg display 
designed and produced by 
Zipprodt, Inc., Chicago. The 
unit is 40 inches high and is 
intended for general window 
and interior use— 


—Lithographed from a paint- 
ing in full color is the dis- 
play for The Schacfer Brew- 
ing Company, the work be- 
ing done by Einson-Freeman 
Company, Long Island City, 
and stressing the need for 
relaxation after a hard day's 
sat ane wal AORN i oe. aes ; ot vag e work— 





wre SuGak § 


—''Superba" cravats are be- 
ing currently displayed in a 
series of units by Jossem 
Brothers, Rochester, N. Y.; a 
typical example is pictured 
here. This Colonial pine 
cabinet has an oil-cloth bot- 
tom. The trays are made of 
gumwood and are patented. 


—One of Lieut.-Commander 
McClelland Barclay's most 
striking paintings has been 
adapted for use in the cur- 
rent tin collection campaign 
of the War Production 
Board's salvage division. 
Over a million pieces of 
color lithography have been 
processed for national dis- 
tribution by the various state 
salvage committees. Inspira- 
tion and development of the 
posters came from Harold 
Cabot & Co., Boston, work- 
ing with  Einson - Freeman 
Company— 


—Zenith Radio Corporation, 
with no merchandise to sell 
to the public, has been do- 
ing a consistently fine job 
of poster display promotion 
in order to maintain interest 
in radio against the day 
when such merchandise can 
be sold once more. The kit 
includes five displays, plus a 
card and window streamer. 
Produced by offset lithog- 
raphy in eight colors by 
Niagara Lithograph Com- 
pany, Buffalo, from paintings 
by Stan Eckman— 


—This interior display unit 
has the Upjohn buildings 
shown on a separate plane 
in front, to tie in with cur- 
rent Upjohn window displays. 
The pictorial and copy in 
the special panel reproduce 
a magazine advertisement. 
Subsequent ads can be in- 
serted as desired. Created 
and produced by Forbes, 
Boston— 
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DISPLAY WORLD 


W.P.B. Lighting Request 
Draws Display Comment 


The War Production Board's request that 
display lighting be eliminated during day- 
light hours and greatly reduced at night is 
commented on below by several prominent 
displaymen. These statements reflect the 
general trend of letters received by DIS- 
PLAY WORLD on this subject: 

Laszlo Kaufmann Department 
Stores, Pittsburgh: “Light is an intrinsic 


Gabor, 


part of the medium called display. From 
my own experience I feel competent to judge 
it. I remember the time after the first 


World War when the municipality of 
Vienna was too poor to buy coal for the 
light plants of the city. Consequently, all 
shop windows were denied the use of arti 
ficial light. At that time display had not 


advanced to its present standing. In spite 


of that fact, the appearance of the streets 
without light was shockingly depressing. 

“Sun reflection in the daytime makes 
show windows which are darkened look 
like eyes from which the pupils have been 
cut out. 

“T believe that every possibility for ob- 
taining light should be studied before the 
officials take the step which has been pro- 
posed, because | sincerely believe that de- 
pressing-looking avenues lower the morale 
of the home front. If electricity and light- 
ing materials have to be saved because it 
has been proven that otherwise the prose 
cution of the war is endangered, of course 
we would have to put up with the restric- 
tion. But if the saving of these materials 
would not be decisive, every possibility 
should be undertaken to avoid the loss of 
light. 

“A minimum amount of light per running 
foot of store window tor day and _ night 
usage should be secured in any case. 

“If all steps for retaining light in the 
store displays prove futile, we will have 
to use our ingenuity to develop eye-catch- 
ing devices to make people stop and look at 
the merchandise.” 

Del LeSage, Harvey's, Nashville: “The 
most important job for the home front is 
to help in every way possible to win the 
war. Without Radar now, we may _ not 
have displays to be lighted later.” 

Syl Rieser, Stix, Baer & Fuller, St. Louis: 

“This will no doubt prove a hardship on 
displaymen, but if it will help win the war 
I do not see that we can have any com- 
plaint about it. It will call forth all the 
ingenuity which we can muster in order to 
make the most of our display windows with 
the least amount of lighting. No doubt 
very light backgrounds and a careful selec- 
tion of merchandise picked because it has 
contrast in its design will help immeasur- 
ably. 

“We will comply with whatever govern- 
ment requests are made and simply see how 
cleverly we can make the most of a diff- 
cult display problem.” 

Joe E. Vent, The Rike-Kumler Company, 
Dayton, Ohio: “If the War Production 


Board wants less light used in displays, 
there is no alternative but do all we can to 
cooperate. 

“Since light is one of the most important 
factors in creating a good display, we all 
know that by conserving the use of it, dis- 
plays in the most part will be less attrac- 
tive—particularly interior displays. 

“We have had experience in turning out 
case lights in the store. In the pre-air 
conditioning days lights were turned out 
during the hot summer days to relieve the 
discomiort caused by heat. Of course we, 
as display people, didn't like the effect it 
had on displays. But, taking the selfish at 
titude that as long as it aided our own per 
sonal comfort and the management didn't 
mind, we worried little about it. So if by 
doing the same thing to aid the war effort 
will speed victory, let’s do it. 

“As for displays in windows, we have all 
from time to time created some very attrac- 
tive effects by the use of less light. Three 
or four 150-watt spots or floods can do a 
fairly good job. Cutting down the display 
space and concentrating the light in a 
smaller area may be one answer. 

“The regrettable thing is the turning out 
of the lights during the day. This has 
been our only way partially to eliminate re- 
flection in the flat glass windows—particu- 
larly bad when the awnings are down. 

“I’m sure, though, that the ingenuity ot 
the displayman will find a way to make the 
most of the little light he is permitted to 
use, so, if the order of the day is less 
light, let there be less light and let's don't 
worry too much about it. There are 
greater problems in the world today.” 


Pollari Presented 
With Wristwatch 

In token of appreciation for his work as 
president of the Chicago Display Club in 
putting over the very successtul Chicago 
Display Market Week last month, Jack Pol 
lari, Madigan Brothers, has been presented 
with a handsome wristwatch. The back 
bears the inscription: “In appreciation, from 
the Exhibitors . Chicago Display Market 
Week, July, 1943." Those making the pres 
entation were: Botanical Decorative Supply 
Company; Hecht Fixture Company; Earl W. 
Gasthoff Company, Danville, Ill.; Maharam 
Fabric Corporation; National Card, Mat & 
Board Company; Reyburn Manufacturing 
Company; Silvestri Art Manufacturing Com- 
pany: W. L. Stensgaard & Associates, Ine., 
and Schack’'s, Ine. 

Pollari, however, points out the following 
Chicagoans as the ones who made the local 


Market Week a_ success: Phil Goldberg, 
Rav Hecht, H. H. Haney and his assistants, 


Ray Crisman, James Cummins, Wally Kra- 
mer, Ed Delaskey, Harold Wilson, L. J. 


Dwiggins, Joe Adler, George Hermanson, 
Johnny Courtney, Les Barofsky, Phil Atlas, 


Jay Howe, and Richard Jerricho, to name 
only a few. 
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WRITE “ans 


From Maharam’‘s huge stock of Display 
Fabrics and Accessories, you can fill prac- 
tically all your display requirements. On 
the list below check the items you are 
interested in and mail to us for complete 
information. 

BAMBOO 

BORDERS 





Chrome Foul 
BRAIDS 
CEL-O-GLASS 
CEDAR PIECES 
CELLULOSE ACETATI 
CELLOPHANE 

Ss 


parkling Crepe 
Micacrystal 
CHROME BANDING & TAPES 
CHROME SHEETS 
COMPOSITION PIECES 
CORK MOULDING 
CRASHES 
DAMASKS 
DUVETYNE 
EAGLES 
FABRICS 
FACIL FAB 
FIBRE MATTINGS 
FLAG SETS 
FLOWERS—ARTIFICIAI 
FLEX-O-CORD 
FLOORINGS 
Compressed Sisal 
Fibre Mattings 
Grass Cloth 
Grass Mat 
Macco Clot} 
JEWEL CLOTHS 
LAMILUXE 
LEATHERETTES 
MOULDED FABRIC UNITS: 
Kwilt Blocks 
Festoon Drapes 
Valance Drapes 
MOULDINGS 
Chrome Fo 
PANELS 
PAPERS 
I 


ibercote—Cover 


() 


Corrugated 
Crushgrain 
D: Lon 
Foils 
Gift Wrapping 
Ouiltsheen 
Veloursheen 
W oodgrains 
No Seam Papers 
No Seam Stripes 
QOuiltforls 
Velourstripes 
PLUSHES 
REPPS 
RIBBONS 
ROPING 
SATINS 
SHINGLES 
SNOW—CARTIFICLIAL) 
SNOW PAPER 
STAPLES 
STARS 
SPUN GLASS 
rACKERS 
TRANSPARENT VELVET 
VELOURS 
VELVETEEN 
VELVETS 
rIMBERTONE 
Oaks 
sricks 
Stones 
Petaltone 
Snowtone 
Snow Blocks 
WINDOW SOX 
WOOD FIXTURES 


MAIL TO 


“The House of Service” 








Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


CHICAGO LOS ANGELES 
‘ Firm : 
‘ Display Manager : 
‘ Street... ' 
+ City State ‘ 
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DON’T LOSE SALES 
ON SUN-DAMAGED 
MERCHANDISE! 


= 
protection with vy | | 


CALIFORNIA 


Transparent 
SUN SHADES 


Sun spoilage takes dollars out of your 
pockets. Our more transparent shades 
offer perfect protection for your mer- 
chandise and display fixtures. Nearly 
50,000 in use .. . We are now mak- 


ing IMMEDIATE DELIVERIES. 
WRITE TODAY tor descriptive folder, 


sample swatches, and prices. 


Transparent Shade Co. 


CHAMBER OF COMMERCE BLDG. 
1161 S. Broadway, LOS ANGELES, Calif. 








Get complete 


















Eye Appeal 


BY THE HANDFUL / 


EATON 
“Scatter-Grass”’ 


Here’s one of the most colorful, easy-to- 
use display materials on the market! 
Looks like real grass—can be used any- 
where no matter how odd shaped the 
display areas to be covered. ‘Scatter- 
grass” is fire-resistant, mildew-proofed. 
Can be reused many times. Very eco- 
nomically priced. Ask your regular dis- 
play jobber. 


os 
» 


IN Des 





y) 
AN 
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EATON BROTHERS CORP. 


NEW YORK 


HAMBURG 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baltimore, Md. 
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"AT HOME WEEK" BECOMES 
DYNAMIC BOND PROMOTION 
[Continued from page 13] 
printed for use in Australia brought home 
the disaster which would have come with 
an enemy victory. Still another feature was 
the Fred W. Heinz collection of historic 
war medals dating from the Napoleonic 
campaigns. <A roll of honor named and 
saluted manufacturers contributing to the 
war effort. The Producers’ Council exhib- 
ited war materials being made by its mem- 

bers. 

Nucleus of the merchandise phase of the 
week was “Trend House,” a model home on 
the fourth floor of the store. It opened 
as a “home in the American tradition,” 
cecorated by the Home Planning Bureau as 
a home for a family facing typical wartime 
problems. Furnishings and accessories in 
the Early American style were combined 
with fine old pieces of the same period from 
the store's Old World Shop, which is being 
brought into new prominence by shortages 
of certain new merchandise. The “One 


Room Home,” adjoining Trend House, be- 
came the charming abode of an imaginary 
service wife. On the furniture floor, studio 


TRADE PERSONALITIES no « 
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settings facing the elevators, and a Victory 
aisle leading from the Victory House to 
Trend House featured new furniture with 
appropriate accessories. The china, glass- 
ware and linen sections presented informal 
table settings appropriate for wartime meals. 
Victory cotton rugs were shown in the rug 
section, and the drapery section showed new 
fabrics, including several in which cotton 
replaces critical materials. 

Other features of “At Home Week” in- 
cluded a teaser ad campaign in newspapers, 
a twelve-page section in the Seattle Times 
giving the complete story of the week, an 
advertising campaign on the store’s two ra- 
dio programs, follow-up newspaper ads dur- 
ing the week, a “Keep It New” clinic at 
which experts showed the public how to re- 
pair furniture, make simple curtains, remove 
scratches from furniture, fix unruly window 
sashes, and so on. A Wartime Nutrition 
School was another timely contribution. At 
daily sessions in the housewares section, 
guest home economists discussed lunch-box 
meals, point rationing, and similar problems, 
including food preservation by canning, 
drying, and freezing. 


To show how simple it is for the customer 


_By TONY BRINKER 





De DOES A LITTLE AMATEUR 
FARMING ON Wis FARM AX 
COLDWATER , MICH. HE WAS 
BORN IN ‘TOLEDO OHIO, AND 
LIVED THERE UNTIL HE MOVED 
YO COLDWATER 


TROWBRIDGE #. 





PRESIDENT, 
L.A. DARLING C€O.,’ 
BRONSON, MICH. 


Frnstine scoot as cower 
MILITARY ACADEMY, HE AT 
ONCE ENGAGED IN ADVERTISING 
AND SALES PROMOTIONAL WORK. 
a — BUSINESS 
‘| 1927... IN 1930 HE TOOK 
OVER THE L.A. DARLING CO., AND 


WAS BEEN THERE EVER SINCE. 





WHS SPARE MOMENTS VE LIKES “To 
FISH, GOLF, SWIM, RWE AND DOA 
PTTLE SAILBOATING — ° 
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to grow many foodstuffs in her own yard, a 
living model Victory garden, approximately 
half the size recommended to feed a family 
of four, was installed in the garden shop. 
Recommended shown in 
correct proportions for planting, with plants 
spaced properly and with rows the right 
apart to conserve space and yet 
allow for growth. Members of the Civilian 
War Victory Garden Com- 
mittee were on hand to give advice and to 
register prospective Victory gardens. Each 
person registering was given ar official 
Victory garden placard, and a_ gardening 
pamphlet especially prepared for the Seattle 
area by a prominent authority was distrib- 
uted. 

All of which just about sums up the story 
of “At Home Week,” except to say that 
the combined merchandising and War Bond 
selling campaign was so outstanding that 
the Treasury department requested that full 
details be compiled in a booklet for distri- 
bution to the major stores of the country. 


vegetables were 


distance 


Commission's 


Here's One Way Of Dealing 
With "Work Interrupters” 

For display departments with 
“visitors” who stay on and on while there 
is work to be done the tollowing hand-out 
is suggested. It was written by Cogswell 
Cromwell, H. & S. Pogue Company, Cin- 
cinnati, who finds that it works wonders: 

“To all dear people who have an hour or 
three to kill each Monday night, and who 
for no apparent reason decide to kill it here 
... please notice: I hereby declare you all, 
individually and collectively, the most intel- 
ligent, charming, witty, humorous, interest- 
ing, or beautiful person (as the case may be) 
whom I have the pleasure of knowing. 

“IT love you one and all, and there is noth- 
ing I would rather do than spend this mo- 
ment, and all that follow (up to 9 p. m.) in 
your company. 

“Unfortunately, I am here to do a job. 
There is a war going on, and for this reason 
| have little help. I am not too happy about 
working here each Monday night until 9 
o'clock, since I reported for work at ap- 
proximately 9 o’clock this morning — and, 
brother (or sister), that’s a long, long day. 
If it were practical, | would lock my desk 
and toddle home, or elsewhere, at 5:45 just 
like any other human being. 

“Now, although I am very tond of you, 
I wish to hell that you would go home or 
wherever it was you were going before you 
decided to come here. And now that we 
understand each other perfectly, I’m going 
to get a little work done.” 


pestered 


Convention Vs. Market Week 
Discussed By Seay 

The following letter has received 
trom Homer Seay, long in display and 
well known throughout the field, comment- 
ing on the merits of Convention versus Dis- 
play Market Week. Seay is now publicity 
director for The Wartburg Press, Columbus, 
Ohio. 

“I really believe you started something in 
your July editorial, ‘Convention Vs. Market 
Week. Judging from your comments you 
prefer the latter take 
issue. Under conditions caused by the war, 
Market Week was the logical thing to pro- 


been 


here’s where | 


DISPLAY WORLD 


mote tor the duration. But, what after the 
war when conditions have returned to some- 
thing like normal and many new taces (male 
and female) have taken their places in the 
display Will these new mem- 
bers of the craft ke satisfied with Market 
Week? Will their bosses feel justified in 
sending them to market when they can make 


profess m2 


their purchases at home? I don't think so. 

“If conventions stop I don't believe there 
excuse for the International 
Display. What advantage 
would there be to belong to an organiza- 
tion if there was not opportunity to par- 
ticipate in its activities ? 

“T admit that recent conventions have not 
educational as they should have 
been, but why not go back to other days of 
the I. A. D. (M.) when the educational value 
of these conventions was emphasized, and 


will be any 
Association of 


been as 


display demonstrations were given by the 
leaders of the profession ? 

“I, for one, learned many valuable things 
at these conventions, and I really believe 
that I justified all of my firm’s expenses 
involved in the trip. believe it 


was profitable to my employer as well as to 


I sincerely 


myself. 

“Then there’s the fraternal side of these 
annual gatherings. I looked forward from 
year to vear to greeting old friends at these 
meetings. I still retain many happy memo- 
ries of old convention friends who sincerely 
gripped your hand and gave you a pat on 
the back. That fraternity 1s missing when 
you visit a showroom. It’s not ‘Hello, Joe; 
hello, Jack, how's everything in Oshkosh ?’ 
but ‘How many and 

“It's true that expenses incurred in pro- 
moting a would be prohibitive 
if it were not for the display manufacturers 
who give so freely of their time and money; 
but after all, they could not exist if it were 
not for the displayman. 

“The ‘fixture boy’ referred to by you and 
Frank Bingham in his column will undoubt- 
edly be the display manager of tomorrow, 
so why not give him a break, too?” 


when ?’ 


convention 


DISPLAY IN BUENOS AIRES 
[Continued from page 18] 

Aires’ best 

goes in for drolleries and farces. 


One of Buenos displaymen 

His win- 
dows are original, but not beautiful. His 
motto seems to be: “Keep smiling and be 
a tonic for tattered nerves.” This theme 
seems to be accorded pretty good recog- 
nition by local shoppers. 

Other letails about Buenos Aires display 
can be summed up briefly. Santa Fe street 
is another charming shopping center; it is 
not quite as animated as the Calle Florida, 
perhaps, and not as popular. 

The salary of a good displayman is not 
more than $90 in United States funds per 
month—and only the leading 
afford to pay even this much; some shop- 
keepers will pay an artist for each window, 
so that a professional displayman can often 
work for different firms. 

Particularly interesting to the observer is 
the way in which Argentina is trying to 
free herself from the influence of Europe, 


shops can 


and how the country’s development widens 
This will have 
an important bearing on display’s develop- 
ment in the Argentine in the years to come. 


so extensively every year. 














































































The 
Christmas 
Rush Is On! 


This year the demand for our 
CHRISTMAS DISPLAYS and 
DECORATIONS is breaking 


all records. 


The avalanche of orders we 
are receiving, together with 
shortages, restrictions and 
manpower problems are tax- 
ing our facilities to the utmost. 


Under the circumstances, we 
appreciate the cooperation 
of our customers (many of 
whom we have faithfully 
served for the past 40 years) 
in placing their orders early. 


With selling trips curtailed, 
an increasing number of buy- 
ers are finding it practical to 
visit our showrooms, where we 
are providing the attention 
and service traditional with 
us since we first opened our 
doors. 
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| Have You \* 
Met Our 








3 SISTERS?” 





and in step with today! 


DISPLAY MANNEQUIN, Inc. 


| 257 WEST 17th STREET NEW YORK 
| CHICAGO: Smiley & Co., 234 S. Franklin St. 
MILWAUKEE: Midwest Manniquin Displays, 
834 N. Plankinton Ave. 
MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West. 


Latest Style WIGS 


ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 
ARRANJAYS WIG CO., tw York city 


Telephone Chelsea 3-834] 


| 5 They’re just right for your 
Write ‘teen age garment dis- 
| Today a Like all of ne rt 
| ‘ . 

y ures theyre smart, lively, 
| For Photos! 
| 
























DISPLAY FABRICS 
PLAIN AND EMBOSSED FOIL PAPERS FOR 
FALL AND CHRISTMAS NOW READY 
VISIT OUR NEW SHOWROOM 


PRICE FABRICS CO. 


67 W. 44th STREET NEW YORK CITY 
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“XL THAYER & CHANDLER 
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CLAY COATED 
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F. D. GOODLANDER 


BOX 233 WABASH, IND. 
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BULLETIN: Just at press time I learn 
that President Ray Parks has written let- 
ters recalling the requests for the resigna- 
tions of officers and directors not present 
at the New York meeting, explaining that 
since a quorum was not present, the action 
is void! 


My regular column for this month has 
been set aside for news that has shocked 


me, and I hope it will shock you, if you 
are interested in the International Associa- 
tion of Display. 

This is a story about the directors’ meet- 
ing of the I. A. D., held in New York City, 
July 5-6. Two officers and four directors 
were in attendance. Three officers and eight 
directors were absent. Article IX, Section 
2, of the I. A. D. By-Laws, relating to the 
governing of the association, says: “A ma- 
jority of the board of directors shall con- 
stitute a quorum for the transaction of busi- 
ness and a majority vote of those present 
shall carry a measure.” 

The meeting at New York lacked a quor- 
um and no business action of the I. A. D. 
could have or should have been conducted. 
















Think this over 


BY FRANK G. BINGHAM = 





But according to trustworthy reports of this 
meeting, did the two officers and four direc- 
tors obey the rules of their own organiza- 
tion? No, they tossed rules, fairness and 
common sense out the window and let some 
new kind of displayism cloud their deci- 
sions. They decided that those not present 
should be impeached! 

If we are to believe these reports, and 
they have every appearance of being au- 
thentic, these men, in complete disregard 
for the rules governing this association, 
have committed an error that should be cor- 
rected immediately and due apologies sent 
to all that were supposed to be impeached 
and asked for their resignations. 

I can well see how these officers and di- 
rectors arriving in New York for this meet- 
ing were disappointed in not having the 
others join them. They, or their firms, paid 
their expenses to attend and naturally they 
were upset when the others failed to arrive. 
Disappointing as it was to these men, it 
does not give them the power to act under 
their own personal rules. They were elected 
to serve under the by-laws of the I. A. D., 
not under their own opinions. 
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—''I'm just beginning to realize, Fordyce, why the display department has been so enthusiastic 


about Victory garden windows!"'— 
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Never in the sixteen years oi my associa- 
tion with the display have | 
heard of such attempted abuse of power. 
Never have I shocked to hear of 
the friendships of long standing that this 
broken. 


profession 
been so 


action has 


Some of the men who were absent at the 
“directors’ meeting’ were in New York 
during that city’s Display Market Week 
late in June—sent there at their firms’ ex- 
pense. Others came to Chicago Display 
Market Week, July 6-10, sent by their firms. 
Were these men supposed to ask additional 
time off when the labor situation is critical 
in every return to New York at 
their own expense or give up their Display 
Market Week business in Chicago to at- 
tend the I. A. D. meeting in New York? For 
forty-six years the business of the I. A. D. 


store, {0 


has been conducted during conventions. Was 
this last meeting so important that it could 
not have been conducted during either Dis- 
play Market Week? The I. A. D. conven- 
tion was given up to save transportation of 
men and exhibits, but why wasn’t this meet- 
ing made to coincide with one of the two 
Market Weeks, the dates of which were 
announced early in May for New York and 
April tor Chicago? 

taken at this 
was the decision to 

bulletin and to. sell 
new form of revenue, 
funds 


early in 
Another action remarkable 
enlarge the 
advertising 
that 
have disappeared due to 


session 
I. A. BD: 
in it as 2 
convention 
the war. 


now 


According to the reports of the meeting 

and once again I stress the point that they 
seem utterly reliable—this publication was 
to go free to I. A. D. members, and to those 
outside the fold at $3 per year or 50 cents 
a single copy. And the circulation of a few 
hundred that would be the distribution of 
the bulletin if the above report is true was 
to be offered prospective advertisers at a 
rate of $75 a page for a single insertion, 


or about $50 a page on annual contract, 
or so it is reported. Nice work if you can 
get it, gentlemen, but I don’t believe you 
could. 

Also, did these astute calculations take 
into. consideration the War Production 
Board’s decree that publications must cut 
down their use of paper over last year, 
rather than enlarging it? Apparently not. 


Gentlemen, did you ever hear of the adage: 
“Look before you leap?” 


After the “directors’ meeting” without a 
quorum a flash bulletin was sent out from 
I. A. D. headquarters with this caption: 


“Where, oh where, are the impeach letters ? 
Someone is holding up production!” The 
so-called impeachment was routed from the 
West Coast to the East Coast for signatures 
of the men present at the New York affair 
to make it “official.” Then the letters 
asking for the resignation of the men not 
attending the meeting were sent out. The 
first sentence of one answer replying to 
this reads: “Where do you get off asking 
for my resignation?” 

As we go to press, the others likewise are 
answering in the same tone, and once again 
the house of the International Association 
ot Display is divided against itself. 


DISPLAY WORLD 


Lincoln one said: “Let not him 
pull down the house of 
him work diligently and 
example as- 


Abraham 
who is 
another, but let 
build one for himself; thus by 
suring that his own shall be safe from vio- 
Before it is too late this 
member of the I. A. D. 
For unity’s sake alone, 
common 


houseless 


lence when built.” 
injustice to every 
should be corrected. 
let's pull the rules, and 
sense back through the they 
tossed out of, and conduct a board of di- 
with a even if it 
means paying every man’s expense to a cen- 
tral point. At this 
and inspiration, it would be well to hang a 
picture of Lincoln on the wall. 


fairness 


window were 


rectors’ meeting quorum 


meeting, for guidance 


Rotary Club Hears 
Stanley On Display 


Trowbridge Stanley, president, L. A. Dar 
ling Company, Bronson, Mich., was the 
guest speaker at a recent meeting of the 
Coldwater, Mich., Rotary Club, taking for 


his subject the value of display from an 
standpoint and the progress 
late talk 


for much praise from the group 


advertising 
made by display in vears. His 
came in 
Stanley traced the history of display from 
the “Gay Nineties” 
unattractive mass display in such common 
He then traced the 
down to the present 
points with illustra 
and showing the ad 
vancement of display from the artistic to 
the functional type which lends itself to the 
merchandise presented. 
pointing out that some 


period, discussing the 


use for many 


display 


years. 
progress ot 
time, illustrating his 


tions and drawings, 


He concluded by 
merchants, particularly in the smaller cities, 
still do not appreciate display’s sales power 
and showed how such stores could improve 
their merchandise presentation. 


Defense Council Representatives 
Praise ‘Hex-The-Axis'’ Figures 


The scrap drive in Manhattan is being 
more than aided by the “Hex-the-Axis” 
papier mache heads of Tojo, Hitler, and 


Mussolini, according to representatives ot 


local Defense Councils. The heads are 
made by Bassons Dummy Products, 57-02 
48th street, Maspeth, N. Y. The East Mid- 


town Defense Council reported: “The eff- 
gies have attracted a great deal of attention 
and practically stopped traffic outside this 
People just to drop 
articles in the barrel.” The Eastside Defense 


office. stop in 
Council commented: “The effigies are very 
decorative and have created quite a furor. 
From a_ publicity excellent 
for the collection of salvage.” 

The figures are 
with wide, open mouths ; 
standard 20-inch barrels. 


angle they are 
grotesque caricatures 
the heads fit over 
They are in full 
color. 


Brothers Takes Over 
At Meyers-Arnold 


The appointment of Alvin Brothers, for 
some time in the display department of 
Meyers-Arnold’s, Greenville, S. C., as the 
store’s display manager has been announced. 
He succeeds Blair Anawalt, well-known 
displayman, who died a short time ago. 
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MO PRIORITIES 


IMMEDIATE SHIPMENTS 


CRYSTAL BEADS 
DIAMOND DUST 
GLASS TINSELS 


will solve your decorative prob- 
lems. Beautiful effects can be ob- 
tained by applying the Diamond 
Dust and Beads over colors as 
they reflect the color they cover 
and add sparkling beauty to 
same. 


Glass Tinsels can be supplied in 
the following colors: SILVER. 
GOLD, RED, BLUE, GREEN and 
BLACK. 


Write for Samples 


Edward C. Ballou Co. 


6 Varick St.. New York 13, N. Y. 
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ATMOSPHERE 


A Quality That Makes 
Display Click Is Easy 
To Get with 


FLOCK 


More and more display designers 
and producers are turning to flock 
to obtain interesting and dramatic 
effects. There is no other surface 
display finish that offers such great 
possibilities. 


FLOCK is a non-critical material, is 
economical and easy to use, and 
the wide color range will meet the 
needs of any decorative necessity. 
Keep in front of the Display Parade 
by using flock in more of your 
quality displays. 


BE SURE TO USE 


M-L FLOCK 


FOR BEST RESULTS 


MYERS-LIPMAN 


WOOL STOCK COMPANY 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 
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N.A. D. D. Plans 


Active Program 


By JOSEPH E. PODGOR 
Jos. E. Podgor Company, Philadelphia 


The National Association of Display Dis- 
tributors is now making arrangements to 
start operating on a full-time basis. This 
organization, founded in 1940, has been dor- 
mant until recent months, although holding 
its annual meeting in Chicago in 1941 and 
in St. Louis in 1942. Joseph E. Podgor, 
president, has appointed John L. King, for- 
mer managing director of the International 
Men, as_ secretary 
and executive offices are located at 205 
White Horse pike, Collingswood, N. J. 

The National Association of Display Dis- 
purpose of 


Association of Display 


tributors is organized for the 
promoting the general welfare and of ele- 
the standards of the display busi- 
United States, and to 
and interchange 
members and to 
promote 
members and 
aid and 


vating 
throughout the 
information 


ness 
disseminate 
beneficial ideas among its 
the public. The 
ethical relations among. its 
with the public, and, in general, 
advance the interests of those engaged in the 


association will 


display business. 

While the membership is small at pres- 
ent, it is hoped as operations increase that 
many more individuals or corporations en- 
gaged in the display materials to 
the trade or to the public will desire to join 
forces and create an association which will 
be named among the leading trade groups. 
Power to succeed in its objective can only 
be gained by the interest shown on the part 
benefits de- 


sale of 


ot those who will receive the 
rived from the united efforts to cope with 
questions and which con- 


individual. 


those problems 
front the 

For those not familiar with King’s back- 
ground, a little might be said of his past 
experience. His executive ability as an or- 
ganizer and business agent was shown by 
his fine record as managing director of the 


I. A. D. M. Taking that office in October, 
1939, with the figures showing $3,000 in 
debts and $500 in the bank, King—with 


J. B. McCann, president of the I. A. D. M— 
after conducting three successful conven- 
tions, resigned from office-in 1942 with the 
organization holding War Bonds and a bal- 
ance of about $10,000 in the treasury. 

During his term of office, conventions 
were held in Detroit (1940), Chicago (1941), 
and St. Louis (1942)—the last at a time 
when it was generally believed impossible 
to hold a gathering of that type due to war 
emergencies. This was accomplished through 
the cooperation of the Victory Display Com- 
mittee and the U. S. Treasury. 

In his second year as managing director, 
conducted to ascertain the 
value of window displays; during the third 
year, Display News, the association bulle- 
tin, was edited by King. This mimeo- 
graphed publication was responsible for a 
great deal of news and for introducing new 


surveys were 


ideas in line with Retailers for Defense and 
Civilian Defense displays. Besides acting 
in an advisory capacity to the Office of 
Facts and Figures, the Office of Civilian 
Defense, and the Red Cross, King was in- 
strumental in the organization of the Vic- 
tory Display Committee. He was _ respon- 
sible for the educational program of the 
I. A. D. M. and for surveying outlines for 
the instruction of display which are being 
used by schools throughout the United 
States teaching this subject. 

King is popular with the manufacturers 
with whom it necessary for him 
to do business, because he was of the opin- 


became 
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have 


should 
something to say about how I. A. D. M. 
conventions were handled as they were the 
He has been successful 


ion that the manufacturers 


financial sponsors. 
in getting group cooperation even when 
differences of opinion existed. Once presi- 
dent of the National Capitol Display Club, 
he built himself a reputation as an organ- 
izer and for successfully accomplishing his 
motives. 

Years of experience as a displayman make 
him conversant with all lines of display 
and sales promotion. He is the recipient of 
several national prizes. 

We hope to have King publicize the Na- 
tional Association of Display Distributors 
as it deserves, to help keep it among the 
outstanding trade organizations of the pro- 
fession. 





LeVitt Now Operating 


Own Business 

Mal LeVitt, formerly display manager 
with Epstein’s Department Stores, Balti- 
more, is now operating his own display busi- 
ness at 4009 Eastern avenue, of the same 
city. 


By TONY BRINKER 
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Winners Announced 
In AWVS Contest 


The judges of the first annual window dis- 
play contest of the American Women's Vol- 
untary Services have announced the follow- 
ing awards, with all prizes in War Bonds 
donated by the National Cash Register 
Company, Dayton, Ohio, as a patriotic serv- 
ice: $250 each for the winners in four 
classifications — “most patriotic window,” 
Ben Finkelstein, Ansonia Shoe Company, 
New York City; “most symbolic of AWVS,” 
Al Tracy, Il. Magnin & Co., San Francisco; 
“most artistic,” Jack Krumholz, The Union 
Furnishers, Troy, N. Y.; “most successfully 
illustrating an AWVS activity,” Irving El- 
dredge, R. H. Macy & Co., New York City. 

In the same divisions, second prizes of 
$100 were awarded to Stanley E. Thompson, 
Sibley, Lindsay & Curr, Rochester, N. Y.; 
W. W. Rowley, The Emporium, San Fran- 
cisco; Sidney Ring, Saks-Fifth Avenue, 
New York City, and Robert Findlay, Mai- 
son Blanche, New Orleans. Third prize of 
$50 each went to Arnold Constable & Co., 
New York City; I. J. Miller, Sears, 
buck & Co., New Orleans; J. H. Brewer, 
Bullock’s, Los Angeles, and H. A. Jensen, 
Broadway-Pasadena, Pasadena. 


Roe- 





Malcolm Tennent 
On Eastern Trip 


Among 
WORLD 


recent visitors to DISPLAY 
was Malcolm J. B. Tennent, now 
on his thirty-ninth year with Meier & 
Frank, Portland, Ore. Tennent is on a 
thirty-day observation trip and is including 
the following cities in his itinerary: Spo- 
kane, Minneapolis and St. Paul, Chicago, 
Cincinnati, New York City, Atlanta, New 
Orleans, Tucson, Phoenix, Los Angeles, and 
San Francisco. He is also working in a 
short trip to Mexico along the way. 


New Seasonal Catalogue 
Issued By Reyburn 

A twenty-four-page brochure covering 
fall and Christmas display materials has 
just been released by Reyburn Manutfactur- 
ing Company, Indiana and 16th 
street, Philadelphia 32; copies are avail- 
able on request. A wide range of materials 
is illustrated, including military die-cut 
decorations, three-dimensional units, and 


avenue 


panoramas. 


Freitag Lands Story 

In American Mercury 

Freitag, showcard writer of Co- 
lumbus, Ohio, and formerly employed in the 
department of one of the 
there, is the author of a short story ap- 
pearing in the August issue of The Amer- 
ican Mercury. He has also sold stories in 
the past to Atlantic Monthly and other lead- 
ing magazines. 


George 


display stores 


Ex-Displayman Dies 
As Result Of Fall 

Robert K. Robinson, formerly display 
manager for Wolf & Dessauer, Fort Wayne, 
died recently as the result of a skull frac- 
ture suffered in a fall. Robinson left Wolf 
& Dessauer about three years ago to open 
his own sign shop. He was 24 years old. 
A widow and son survive. 
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Southern California Club 
Holds Large Meeting 

One hundred and sixteen members of the 
Southern California Display Club met at 
the Royal Palms hotel, Los Angeles, on the 
night of July 29. The meeting was opened 
with the audience pledging allegiance to 
the flag. The opening words of Stuart 
Raymond, The Broadway, president of the 
club, were in the form of greetings to all 
the display people present and an expres- 
sion of gratitude to the following manufac- 
turers who were the hosts of the evening: 
Aladdin Fabric Company, Carrata Com- 
pany, Coast Flower Company, Crystalline 
Plastics, Fitzgerald Displays, Grossman & 
Silvers, Inc., Al Halverson, Inc., Menard & 
Tabery, B. A. Jacobs & Co. 

The smooth technique of dressing a man’s 
coat form and shirt board was demonstrated 
by Mark Kelly, Harris & Frank Company, 
and Earl Wells, B. A. Jacobs & Co. Each 
detail was carefully explained, from how to 
tie a tie correctly to the proper handling 


Inc., and 


of the tissue paper for padding. 

The mysteries of draping vardage looked 
simple in the hands of John Cooke, Coul- 
ter’s, and Walter Cook of the same 
Two lengths of black and fuschia silk 
draped on a mannequin to give the appear- 


firm. 
were 
ance of a dinner dress, complete even to 
accessories. 

Dramatizing fashions was the subject ably 
handled by Stuart Raymond, the Broadway 
Department Store, and Aubrey Maley, The 
Broadway-Hollywood. After showing the 
mannequin in a 
and 

much more 
background, 
and 
“Leader on Fashion's Hit 


steps in dressing a 
autumn 
demonstrated how 
dramatic display 

a huge 


new 
thes 
effective a 


suit-dress accessories, 


consisting of 


record wooden scroll reading 


Parade” was than 
flowers. 


a lone spray of 


Harry Hamilton, Henshey’s, Santa Mon 


ica, gave a brief outline for “Postwar Dis 


plays.” It was an inspiration for every dis- 
playman to prepare for the things to come 


in improved merchandising. 


A short song test put the crowd in a 
gay mood tor a very fine marionette show 
given by Chet Stone, A. Harris & Co., San 


Bernardino. The show got a big hand, and 


well deserved it. 


After the educational session the hall was 


transformed into a ballroom and most oft 
the crowd remained to dance. Free beer 
and pretzels were served at a bar. It was 


The older 
members renewed friendships and the newer 
something 
their newly chosen profession. 
this character are 
future to knit the 
Display Club 


a completely successful meeting. 


worthwhile in 
More meet- 
planned 
Southern Cali- 
together. 


ones. discovered 


ings of being 
for the 


fornia closer 


Complete Line Of "Figurettes” 
Announced By Darling 

A series of nine “Figurettes,” miniatures 
of fighting men and women, has been an- 
nounced by L. A. Darling Company, Bron- 


son, Mich. The group includes a Marine 
flyer, sailor, soldier, a fighting Uncle Sam, 
male and female war workers, WAC, 


WAVE, and an army nurse. The uniforms 
are authentic in detail and correct in color. 


Literature is available. 
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TIMBERTONE SPANS THE NATION 


| 


Your jobber 
will be pleased 
to show you 
the line of 


FALL and 
WINTER 


IMBERTONE 


PETALTONE 
SNOWTONE 
SHINGLE 
BRICK 
STONEWALL 
FLAGSTONE 


Wood Veneers 























Timbertone Decorative Co.Inc. 
15 W. 24th St. New York 10, N. Y. 











WATCH FOR OUR AD IN SEPT. 
OA TAR ONTO 





WOOD FLAKES 
KUBES—CHIPS-—WHITE SAND 
WHITE STONES—CORK 


All Colors—Prompt Shipments 
Latest Fall and Xmas Numbers 


Send for Catalogue and Further Particulars 


NATIONAL SAWDUST CO., INc. 


Display Dept. 
65 N. Sixth St. Brooklyn, N. Y. 


OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


MAUISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 

















Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 








USE THE 
OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 
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DISPLAY WORLD 








OPPORTUNITY EXCHANGE 








DISPLA YMEN— 
COME TO CALIFORNIA! 


Stop knocking yourself out with 
freezing winters and boiling sum- 
mers. Come to Los Angeles—the 
land of sunshine and opportunity. 
One of America’s large leading 
men’s specialty stores needs dis- 
playmen. In sending application, 
please list experience and personal 
history. Only top-flight, capable 
men need apply. All inquiries con- 


fidential. Address all applications 


ad” 


Care DISPLAY WORLD 


to 


DISPLAYMAN FOR SHOES 


Small Southern Chain 


Attractive Salary 
Modern Stores 


Only man with experience in 
purchasing and installing shoe 
backgrounds need apply. No 
building experience necessary. 
All information will be treated 
confidentially. 


Address “‘S. C.”’ 
Care DISPLAY WORLD 








POSITION WANTED 


Displayman and copywriter with 20 
years’ experience in high-grade men’s 
wear. Capable, sober, energetic and in 
tune with today’s merchandising prob- 
lems. Backgrounds, blow-ups, lighting 
effects. Card writer and Cutawl operator. 
Can take complete charge of department. 
\ge 38, and dratt exempt. 


Address “PRES” 


Care DISPLAY WORLD 


FOR SALE 


Animated Santa’s Foundry. Forge 
operated by two gnomes, two tow- 
ers and background 8 by 8 feet. 
Fibre-board construction, painted in 
imitation stone. $65.00. 


LYNDEN DEPARTMENT 
STORE, INC. 


Lynden, Washington 














ADVERTISING-DISPLAYMAN 


and showeard writer, thoroughly experi- 
enced department store man of proven 
ability. Steady, reliable, finest references ; 
position must be permanent. Address 


“W. D.,” care DISPLAY WORLD. 


CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing. 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world. New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, Ill. 














ADVERTISING—HOME STUDY—The Adver 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 2666 Chicago 


Home Study 
“LESSONS IN WINDOW DISPLAY” 


A low priced, practical and up-to-date course 
covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin- 
ner. Over 500 pages with 1,000 sketches to show 
you how. Write for circulars. 


WILL H. BATES, Box 101, Ellsworth, Ill. 











DISPLAY MANAGER 


Desires position with department” store’ or 
women’s specialty shops; capable of revising 
and executing creative window background and 
interior displays; versatile. Manhattan pre 
ferred 
Address “E,. C.” 
Care DISPLAY WORLD 


AUGUST, 1943 





Fadem Honored 
For Bond Work 

C. H. Fadem, Lyon Tailoring Company, 
Cleveland, was singled out recently for a 
distinguished honor in connection with his 
work in promoting the sale of War Bonds. 
At a meeting of the Ohio War Finance 
Committee on July 30 he was presented 
with a citation, a Minute Man medal, and 
a War Bond. The citation read as follows: 
“The State headquarters of the War Sav- 
ings Staff for Ohio has long been extremely 
conscious of the tremendous assistance you 
have provided as a volunteer. It would be 
impossible to even begin to estimate the 
number of window displays, decorations and 
poster exhibits which have been made pos- 
sible in every section of the state as the 
direct result of your efforts. Your enthusi- 
asm and determination, coupled with your 
obvious sincerity and devotion, have been 
an inspiration to all who have come within 
the sphere of your influence. Yours has 
truly been a service above and beyond duty 
and it is a genuine satisfaction to us that 
you should receive this well-earned special 
recognition at this time.” 





Package Display Featured 
In Packaging Catalogue 

The 1943 issue of the Packaging Cata- 
logue, produced at 112 East 42nd _ street, 
New York City, once more is a huge vol- 
ume of 633 pages attractively bound and 
particularly replete with packaging infor- 
mation. Of interest to the display field is a 
special section devoted to display from the 
package standpoint. The book is priced at 
$2.50. 


Dow 





















WANTED 


Displayman for advertising,’ 
window trimming and card- 
writing. College town; popu- 


lation, 12,000. Central Ohio. 


NICK AMSTER 
Wooster, Ohio 





DISPLAY MANAGER 


To handle windows and interiors for better type 

department store. Excellent opportunity for 

right person. Write, giving full details as to 

experience, draft status, salary desired, ete. 
B. NEY & SONS 

105-117 North Main St. Harrisonburg, Va. 








WANTED 
Experienced window trimmer and card 
writer. Good salary. Write, stating age 
and experience. 
PUSHIN’S DEPARTMENT STORE 
Bowling Green, Ky. 








POSITION WANTED 
Displayman with 20 years’ experience; depart 
ment stores and public utility; oriignal ideas; 
background construction, showeards, and_ silk 
screen printing. Married; 45 years old; best of 
references; 8 years with present employers. 

Address “M. D.” 
Care DISPLAY WORLD 














CLOSE-OUTS 


A large assortment of fancy papers in 
rolls. Ideal for panels and _ floorings. 
Samples gladly sent upon request. 


DUANE DISPLAY ACCESSORY CO. 


143 West Broadway, New York 13, N. Y. 








QUICK LANDSCAPE PAINTING IN OILS 


An entirely new book on landscape and scenic 
painting. Full instruction and scores of illus- 
trations, including 18 pictures in full color. Big 
pages with plastic binding, to open flat for copy 
work. Postpaid anywhere for ONLY $3.00. 


SIGN PUBLISHING CO. 
Box 30 Farmington, Mo. 
























AUGUST, 1943 


|. A. D. “DIRECTORS' MEETING" 
A COMEDY OF ERRORS 
[Continued from page 22 

“In your letter you mention something 
about officers who can travel; this must be 
an outgrowth of my failure to attend the 
officers’ and board meeting in New York. 
You will recall that I wrote you several 
weeks before the meeting asking you to 
change the date it was scheduled so it would 
coincide with New York Display Market 
Week. How you could expect anyone's 
firm to grant a request to attend a meeting 
in preference to a manufacturers’ especially 
prepared market week is more than I can 
see. You will also recall that throughout 
the year I have been as cooperative as any- 
one could expect and answered all your 
letters immediately upon receipt of same. 

“Well, from the above you no doubt un- 
derstand how I feel and until our next an- 
nual election of officers, which should be 
held in June, 1944, I will naturally 
sider myself in the office to which I was 


con- 


elected.” 

From a director: “Your letter of August 
6 was in no way a complete surprise, for 
I had before this received very curt letters 
from his highness, the president. These 
were replied to in ‘his’ own language and I 
fear he didn't like them at all. 

“His letter of August 4, in reply to my 
letter, states (in his own words): ‘I assure 
you emphatically here and now this deci- 


sion is. final’ and then, on August 5, 
a complete change of heart and he asks 
that correspondence be returned. This is 


not and will not be done. 

“Concerning the proposition regarding an 
I. A. D. publication, this is a sure way of 
losing ground rather than gaining, and | 
for one would oppose such a move.” 

From another director: “I intend holding 
my position as director, for I knew that 
the decision of the board members present 
in New York was unconstitutional, for they 
did not have a quorum. 

“As tor the I. A. D. going in for solicit- 
ing advertising for their publication, it is 
utterly ridiculous. 

“Parks has written me three letters, but 
I have not answered any of them. The first 
one, of July 30, notifies me of the ‘board 
present’ requesting my resignation; in the 
second, August 4, he apologizes for the 
board’s action and reassures me of_ his 
friendship; in the third, dated August 5, he 
decides the board was not justified in its 
decisions and therefore any action it took in 
regard to our ousting is void—and goes on 
to say that I shall continue to be a director 
until June, 1944; however, he, as president, 
demanded the return of his letter of July 30.” 

From another director: “It seems as if all 
of us received the same request—to send 
in our resignation from the board, except 
the four board members and the treasurer. 

“He finally decides that the New York 
meeting did not constitute a quorum so 
any action they took is void. He asks me 
to disregard the letter requesting my resig- 
nation and has asked for the return of same. 
I had not even replied to his first letter as 
[ was waiting to find out how many mem- 
bers were in attendance at the New York 
meeting. ... It is a funny thing when four 


members of the board think they can run 
Your letter was the 


the whole I. A. D... . 





DISPLAY WORLD 


first information I had had on the new pub- 
lication idea. I have always considered 
DISPLAY WORLD a part of the I. A. D. 
and I am in favor of it continuing to be 
so. I am not in favor of the Il. A. D. going 
into the publishing business.” 

These are only excerpts from 
letters received, all bearing the same gen- 
eral trend of thought. It that the 
“impeached” officers and directors are justly 
furious at the high-handed action taken— 
even though the action has since been ren- 
futile—and that heads are going to 
roll at the next bona fide meeting. 

In the meantime, as a result of a “tail 
tries to wag dog” meeting, the I. A. D. is 
again divided against itself. If the 
York meeting had been planned spe- 
ill-will it 


numerous 


seems 


dered 


once 
New 
cifically to create 
could not have succeeded better. 

And this happens to be a time when unity, 
clear thinking and_ straight-shooting are 
needed by the association as never before. 


discord and 


Ex-Displayman Comments 
On Army Camouflage 

The army does not look on camouflage as 
defense, according to 
Lieut. Jay Manheim, who was with Max 
Manheim Studio, New York City, until he 
volunteered as a camouflage technician eight 
months ago. Manheim took his basic train- 
ing at Fort Leonard Wood, Missouri, and 
then attended the Engineer Officer's Candi- 
date School at Fort Belvoir, Virginia. 

“The value of protective concealment and 
deception is in their strategic use as a sur- 
prise element in the attack,’ he comments. 
“Thus camouflage today fits perfectly into 
our overall pattern of offensive warfare. 
An outstanding example of the use of cam- 
ouflage in deception was the battle of El 
Alamein. General knowing 
the enemy had a numerical superiority in 
tanks, cleverly feigned an attack to the 
south with decoy tanks made of canvas and 


a passive means of 


Montgomery, 


burlap, using only enough real tanks to give 
his decoys a convincing appearance. General 
Montgomery threw the entire weight of his 
armored division on Rommel’s northern 
flank. The result was a shattering defeat 
for the surprised Axis The rest 
of the story is history.” 


fe yrces. 


Joe Maharam Returns 
From Long Trip 


Joe Maharam, president of Maharam Fab- 
ric Corporation, 130 West 46th street, New 
York City, has returned from his annual 
coast-to-coast trip during which time he 
visited the principal cities, with stop-overs 
at Maharam branches and many consulta- 
tions with various displaymen. Such inter- 
views, according to Maharam, result in a 
better understanding of the displayman’s 
problems and enable the company to ad- 
just its services and facilities to keep pace 
with display requirements. 

Maharam reports much ingenuity 
shown by displaymen in overcoming mate- 
rial shortages and that display has 
taken wartime problems in stride. He adds 
that key displaymen have expressed con- 
viction that the years ahead hold great 
promise for display. High spots in Mahar- 
am’s trip were visits to Los Angeles, St. 
Louis, and Chicago during Market Week. 


being 


Says 
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UND 
sgpLay® 


AS 
Walt Disney 
Productions 


WALT DISNEY 
BACK TO SCHOOL PANEL 


40 In. Wide, 72 In. Long 
WHITE REYBOARD PROCESSED 
SEVEN BRILLIANT COLORS 
Buy It From Your Wholesaler 


THE REYBURN MFG. CO., INC. 


PHILADELPHIA, PA. 
Showrooms: New York and Chicago 


aie Display Was 
King Pins and 


DISPLAY PRICE TICKET 
AND SELLING CARDS 











| 





SS 


New Easy Way WITH 
AMAZING NEW HOLDERS 


made of stainless, non-priority metal, equal to finest chrome in 


jewel-like brilliance 


Save Time! Add Beauty! 
Ten Distinctive Models available in varying sizes. Priced reason 


ably from $2.50 to $10.00 per 100 
Send for Free Illustrated Folder Today 








, Vietal : Displays (0. of OT 


30 N. La Salle Street 


Chicago, Illinois 








AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 Nerth Califernia Ave. 
CHICAGO - - ILLINOIS 
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Display 
Woriad 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. 
your needs listed on this blank, write a sepa- 
rate letter. 
you want on file, we’ll find out for you. 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 





If you do not find 


If we do not have the information 
Avail 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 


| Decorative Papers 


Decalcomania 
Display Furniture 
Display Forms 
Display Letters 
Display Racks 


} Drawing Boards 

] Enlarging Projectors 

| Fabrics and Trimmings 
} Fixtures 

) Flags and Banners 

} Foils 

) Glass Specialties 

] Grass Mats 

] Hosiery & Shoe Forms 
} Invisible Glass 


Lacquering Outfits 
Lamp Coloring 


] Lithographed Displays 


Mannequins 
Mouldings 
Metal Sheets 


-] Millinery Heads 

} Motion Displays 

| Motion Mechanisms 

] Natural Foliage 

} Pageants & Exhibits 

} Paper Sculpture Displays 
[] Plaques (Window) 

) Papier Mache Specialties 


Photographic Blowups 


] Plastics 
) Price Cards—Tickets 
] Price Ticket Holders 


Sale Banners 


]) Socks—Window 
() Show Cards 
[] Show Card Colors 
[] Show Cases 
{_] Show Case Lighting 
{_]) Signs—Card Holders 
{_} Signs—Brass—Bronze 
{] Signs—Electric 
[] Sleeve Forms 
') Stencil Outfits 
{] Stock Posters 
) Store Designing 
[] Store Fronts 
[) Tackers 
[] Time Switches 
) Turntables 
}] Valances 


Wall Board 
Wigs 
Window Lighting 


[] Do you wish a copy of their catalogue? 
[) Do you plan to remodel your store soon? 
{] Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


Display Manager 











DISPLAY WORLD 


R mthCe 





AUGUST, 1918 


A committee of displaymen was formed 
to organize wartime display in communities 
4,000 population throughout the 
With headquarters in New York 
City, the committee was composed of Claude 
Potter, chairman; D. B. Bugg, E. D. Pierce, 
A. E. Hurst, William Brink and James 
Trewhella. Some of the local chairmen were 
as follows: New York, Harry Bird, Wana- 
maker's; Chicago, Arthur Fraser, Marshall 
Field & Co.; St. Louis, Walter Zemitszch; 
Brooklyn, Emil Katz; Pittsburgh, Charles 
Vosburgh; Buffalo, Clement Kieffer, Jr. 


of over 
country. 


An official statement from the Provost 
Marshall's office said that “window. trim- 
mers or window dressers” were considered 
as essential workers and hence were not 
subject to the “Work or Fight” law. 


John J. Hannagan became display man- 
ager for Lord & Taylor, New York City; 
at one time he had served in the 
capacity for R. H. Macy & Co. 


Same 


Ray Terpstra resigned from the display 
staff of Carson Pirie Scott & Co., Chicago, 
to become display manager for Pfeifer’s 
Department Store, Little Rock. 


John Beyer became acting display man- 
ager for Jas. McCreery & Co., New York 
City. 

Ira Goodrich, Stockton, Calif., joined 
Harry Coffee's, Fresno, as display head. 


AUGUST, 1933 


Display installers met for a two-day con- 
vention in Chicago. One hundred, and 
seventy-nine were present, representing 
ninety-five companies from sixty-five cities. 
The National Display Installation Associa- 
tion was the result of the meeting, with Sol 
Fisher, Fisher Display Chicago, 
elected to the presidency. A code of fair 
practice for the industry was drawn up and 
adopted. 


Service, 


First prize in the Catalina Swim Suit dis- 
play contest was won by George H. Wag- 
ner, The Golden Rule, St. Paul. Second 
place went to Kenneth Duncan, E. W. Ed- 
wards Company, Buffalo. 


The Pacific Coast Association of Display 
Men held its tenth annual convention at 
Seattle. The officers elected for the ensu- 
ing year were: president, R. E. McWain, 
J. C. Penney Company, Seattle; vice-presi- 
dent, Paul Durand, Olds, Wortman & 
King, Portland; secretary-treasurer, F. E. 
Tucker, Livingston's, Seattle. A part of the 
convention's entertainment program includ- 
ed a trip to Bremerton, Wash., to inspect 
the new aircraft carrier “Lexington” which 
was to make battle history ten years later. 


Plans were in progress to hold a meeting 
in Chicago in October to reorganize the 
comatose International Association of Dis- 
play Men. 





AUGUST, 


1943 








ADVERTISING INDEX 





AUGUST, 1943 


Abacot Displays, Inc. 
Allied Display Materials 
Arranjay Wig Co.. 


Ballou Co., Edw. C, 


Bassons Dummy Products 
Becker Sign Supply Co. 
Bishop Publishing Co. 
Bulkley, Dunton & Co. 


Chicago Cardboard Co. 


Darling Co., L. A. 
Decorative Plant Co., Inc. 
Display Equipment Corp. 
Display Mannequin, Inc. 


Eaton Bros. Corp.. 


Garrison-Wagner Co. 
Goodlander, F. D. 


Korrect-Way Display Products 
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Inside Front Cover 


Madisonia Manikins 
Maharam Fabric Corp, 
Merkle-Korff Gear Co. 
Metal Displays Co. 
Mileo, P. C. 


Myers-Lipman Wool Stock Co. 


National Assn. of Display Industries 


National Hanger Co. 
National Sawdust Co., Inc. 


Old King Cole, Inc. 
Opportunity Exchange 


Price Fabrics Co. 
Reyburn Mfg. Co. 


Schack's, Inc. 
Sherwin-Williams Co. 


Stensgaard & Associates, Inc., W. L. 


Taffel Brothers 
Thayer & Chandler 
Timbertone Decorative Co, 


Transparent Shade Co. 


Williams, Inc., Jas. B. 


Wold Air Brush Mfg. Co. 


Zeppen-Field Studios, W. M. 
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MURKY ALLL 148) 


fom te SCHACK FALL LINE 















Scarecrows 
shown made of 
wood with straw 
coverings — joint- 
ed knees and 
heads — colored 
felt costumes... 


38"' Over All 


Price 
°9-25 Cual 


6' Scarecrow 


792-59 Each 
POST DECORATION 
No. 9224 
Size—Extends 34" from Post 
Complete Price 


$2 4-50 Each 











Let Us Help You On 
Your Xmas Problems 


We Will Submit Sketches 


LEDGE OR WINDOW UNIT For Your Approval 


C pack’, 


“SINCE 1888" 








30-75 Each 6 








Complete Price 
319 West Van Buren Street - . . Chicago 7, Illinois 











‘ << 


GRAPHIC A 


Your Distributor and 
SHERWIN-WILLIAMS store has 
a complete line of Graphic 
Arts Finishes for Display 
Backgrounds, Show Cards, 


and every display purpose. 





